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ICED DRINK SPECIAL 


FREE Corning crystal pitcher plus 8 matching glasses to 


every customer who buys a set of 8 iced drink spoons 
in any Holmes & Edwards pattern... at regular price, $13.33. 
Retail value $19.26! 


A dramatic display and newspaper offer . . . an unbeatable traffic builder in 


OLMES & EDWARDS 
Silverplate te 


A PRODUCT OF THE INTERNATIONAL SILVER COMPANY 


Copyright 1954—The International Silver Company Holmes & Edwards Div., Meriden, Connecticut 
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THE COVER 


The jeweler's box adds prestige to 
any gift. It therefore offers the 
jeweler a competitive advantage and 
is symbolic of the many natural ad- 
vantages he has in selling table top 
merchandise. See page 106. (Cover 
courtesy of House Beautiful magazine.) 
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you always know 
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with these EXCLUSIVE 


HAMILTON and ILLINOIS . 
houses can't get . . are exclusive for retail 
jewelers AND STAY THAT WAY. You get stability 
and cooperation...not competition from Hamilton ! 

You get something else from Hamilton, too. The 


lines that discount 






where you stand 


jewelers' watch lines 


highest acceptance by consumers . . aggressive 
advertising and promotion at both local and 
national levels... prestige that sells... full 


profit and fast turnover. ..exclusive lines sold 
exclusively to reputable retail jewelers. 





back the watches that back you 


Hamilton ILLINOIS 


...most trusted name in 
watches 


...it costs so little to 
give so much 


Sold direct to retail jewelers by HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 


FOR JUNE, 1954 


3 











gv bam... Fee hor... 


THE JEWEL WRITER 
NOW WITH 2-POWNT 
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Now your customers have not one, 
but two points to choose from 

with the beautiful Waterman's 
Sapphire. Unlike any other point, the 
synthesized jewel point takes to 

ink naturally, feeds it evenly and 
effortlessly to any writing surface 
without skip, smear or clog. Nothing 
writes as smoothly as a Sapphire! 




















Its Endura Ink, though washable, is 
permanent on paper . . . perfect 
for checks. 


Best of all, this elegantly styled 
pen gives you the ideal jewelry 


get the DI ofits v , = gift item for Mother’s and Father's 


Day, graduation, birthdays and 
other special occasions—with a 


$ Ls 
of 5 Sales j profit margin that really pays off. 


with Order your assortment of fine and 
viii . medium Sapphires today 
| _.. and be sure you have an ample 
supply of Jewel-Writer cartridges. 


4 | | 
“a er Th ah ony Greater Demand, Greater Production 
enables us to offer this beautiful Sapphire 


at a new, easy to sell, low price. 


TAX INCLUDED 


% 7 S ole 


Heavy gold ( warranted 22 K) electroplated 
by Sel-Rex process. Also available in sets 
with matching pencil from $10.00, in 
Rhodium Plate, Sterling and Gold Filled. 





WATERMAN PEN COMPANY, INC., 1! De Forest Street, Seymour, Conn. 
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Only KAYBEE Lock-Sets give 
you these Guaranteed EXTRAS! 





I—The KAYBEE Lock is completely Die-Struck 


The KAYBEE Lock clicks back into its invisible 


2—The KAYBEE Lock is unbreakable scaiatine toy 0 oldie nue 
3—The KAYBEE Lock is the invisible lock 
4—The KAYBEE Lock is a precision-engineered lock 


5—The KAYBEE Lock is simple in operation 
6—The KAYBEE Lock is available in hundreds of patterns 


*KAYBEE Lock-Sets are Triple-Duty Leaders 


Style Leaders 
Performance Leaders 
Price Leaders 


‘a “4 


g 
| i “gy 
| 





3 of the newest KB Settings available in the The Matched-Set locks together—swiftly, 


KAYBEE Matched Lock-Sets 


RIRLAY « BLBICHE Riv 


(atte diebillaaiades AP 
188 WEST FOURTH STREET NEW YOBKI4.N Y WEDD, 4523/387 


surely, perfectly 











FOR QUALITY LADIES & GENTS STONE RING | 
FALCON STONE RING MANUFACTURING COMPANY, Inc 

A DIVISION OF KARLAN & BLEICHER This Matched-Set is Locked, and, STAYS LOCKED 
OFFICES IN CHICAGO AND LOS ANGEL 

















| Gleaming rich leathers — distinctive! 
and customer-appealing — yet priced’ 
for the man who wants luxury at 4) 
modest price. ) 
Smooth mellow calfskin, lustrous: 
cordovans, richly grained alligator, pig- 
skin and lizards — all carefully fash-° 
ioned and nylon stitched — all tanned 
with fine vegetable oils that won't irri- 
tate the most sensitive skin. | 
Simmons straps are available in all” 
sizes, longs and shorts — as well as the: 
new popular padded straps. 


naturally 
} 
For further information and prices) 


p y i PO | Me write R. F. Simmons Co., Attleboro, 
Mass. for the name of your local jobber. 


ee ae. 
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R. F. SIMMONS COMPANY 


ATTLEBORO, MASSACHUSETTS 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR OVER 80 YEARS * SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 


Canadian Distributor: 
JACK W. LEES, 44 King Street West, Toronto, Ontario 
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THE UNEXCELLED IN PRECIOUS METALS 


... achieves the effect of perfect harmony and functiona: 
beauty between stone and setting in fine jeweled creations. 


Platinum softly reflects and emphasizes the brilliance 
and beauty of fine jewels... skillfully accents the depth and 
vibrance of each stone. 


Platinum provides the ultimate for outstanding 
craftsmanship so essential to the fashioning of exquisite 
pieces. This combination offers the jeweler the utmost for the 
client who appreciates lasting beauty. 


For these reasons, we at Baker, are proud to présent 
our entire line, the largest available, die-struck in 10% Iridium- 
Platinum, Jewelry Palladium and Gold. For further information 
or if we may Serve you In any way, please write. 
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METALS 





















































113 ASTOR STREET, NEWARK 5, NEW JERSEYS 
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NEW YORK « SAN FRANCISCO + CHICAGO « LOS ANGELES 
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for the wholesale and 


jobbing trades since 1910 
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Manufacturers of Gold and Platinum Watch Cases 
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JN RINGS ’ROUND ALL THE OTHERS 
FACE THE FACTS! 


_ Buying or assembling diamond = 






























































tings piece-meal incurs. higher 
_ costs...lower profits. - 


















































a VERY Bristol Ring is created. a 
n our own factory from start 
a finish by skilled craftsmen. _ one 



























































FS he true manufacturer can inter- . 
_ change metals, settings and 
ornaments. We give you thi 

: service and quick delivery to O« 


TEST US! 








































































































FAbasadactabies of Fine Rings 
1 NASSAU STREET - NEW YORK 38, N. ¥ 
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Matched Wedding Ring Sets. 







The rare creative genius of designer Fred Barel has made his 


sess se 





brilliant collection of Hand Carved Matched Wedding Ring Sets the most 
distinctive . . . the most demanded in the field. Barel Bridals are 
capturing the hearts of discriminating bridés and grooms 

because of their expert craftsmanship and magnetic 


sales appeal. There’s nothing finer than Barel 


exclusively 


Bridals, truly beautiful beyond compare. 


designed by 


Sold Directly to the Retailer by the Manufacturer 


Bred Jarl Mats Available Free Upon Request 


24-Hour Service On All Special Orders | 


4 
a 
&. 





BRIDAL RING COMPANY, INC. « 87 Nassau Street + New York 38, New York 
10 
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Only gives you watch bands 


that belong in a jewelry store 
y= Taek 


with exclusive 


This exclusive BRETTON watch band not only has the brilliance of fine jewelry design plus superb 
gem-like details, but is further enriched by gleaming rhinestone ends that are cut like diamonds to give 
maximum beauty and sparkle. This ‘“JEWEL-CUT’’ BRETTON band, packaged with the famous BRETTON 
Space Saver, is specially priced to retail at $13.50 F.T.1. Be sure to feature the new BRETTON ‘JEWEL- 
CUT” series. Place your order now for this number (Style RS-4020). In regular, short, extra short, long and 
extra long sizes, in white or yellow 1/20-12K Gold Filled, at a cost to you of only $9.50 Keystone. 


BRUNER-RITTER, INC., 630 Fifth Avenue, New York 20, N.Y. 


We are prime contractors in the Defense Effort. 


FOR JUNE, 1954 











ED FOR STICK PIN TIE HOLDERS 


PREFERR 
3 * 


No. 56 — Enlarged 7 times. 




















4 Small diameter pins that can be easily 
4 i pushed through several layers of fabric 
Yi without damage, are held securely. 


Protected by United States Patents 
No. 2308412 No. 2308424 No. 2551196 


Push — it’s on. Pinch — it's off. This patented 


Ballou fastener for stick pin tie holders is 





creasingly popular because it is nearly flat 


and is easy to release. Just pinch the wings. 





nexpensive — costs around 1¢ in 2” and %” 





tity. Send for samples suitable 








FINDINGS—— 


SOLD TO THE MANUFACTURING TRADE 








B. A. BALLOU & CO., INC., 61 PECK STREET, PROVIDENCE, R. lI. 
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Ot q y cy 2” Ee Feature Lock sales 

eece ecooeee ee eeesees \ | j are increasing 


every month. 
LOCK SWINGS OUT OF WEDDING RING EASILY, SIMPLY 


—_ 


“S, 


Permits light to reflect 
utmost diamond brilli- 


. fj Sn | Ps ay 4 
° sd a a . — p 4 ance. 
if : 4 Z . No dirt-catching ob- 
ain °; ZH ; structions in either 
> 


ring. 


ABSOLUTE CLEARANCE UNDER EACH RING 


No screws, bolts or 
spring that may rust. 


pare 5 
: ) Re ad (> re (eee 3 
3 kh a APL rae x oi) YY: Sa 7 
2 FY ) q 
: . — “> ada » No separate pieces to 
ool Q 3 | (2 ge . fumble with or lose. 
oo ceccces wa ZZ - Made entirely of 14K 


Gold, no foreign 


WHEN WORN TOGETHER OR SEPARATELY j E metals 





THERE'S NO SUBSTITUTE FOR A 
TRIED AND PROVEN PRODUCT- 


Look for the stamp i 
the shank of ever 


For increased diamond ring sales FEATURE LOCK iow 


and utmost customer satisfaction 
ACCEPT NO 
IMITATIONS... 


CONTACT YOUR 
AUTHORIZED FEATURE LOCK 


WHOLESALER TODAY Reg. Trade Mark — Pat. No. 2,507,348 and 


others. Rings enlarged to show detail. 


FEATURE RING COMPANY, inc. 130 west s6th street, New York 36, N. Y. 









Easier to sell exclusive feature! 


new 


Presto’ 


Vapor Steam Iron 


with exclusive automatic 


Ceoeh prevertir 


the sensational sales maker! me 












odd 




















PRESTO takes the guesswork out of ironing 
and IRON SELLING! Exclusive PRESTO 
SCORCH PREVENTER enables you to go from 
linen to the filmiest rayons, orlons or dacrons 
without fear of costly damage. DEMON. 
STRATE how simple it is to select proper fab- 
ric temperature . . . and have the PRESTO 
Scorch Preventer automatically show when 
the proper temperature is reached. 


What a “natural” to make Presto the FASTEST 
SELLING iron in the market ! Homemakers, young 
and old, will want the tap water steam iron with 
more exclusive features than any other make, 
plus the amazing SCORCH PREVENTER. Iron for | . _ 
iron, Presto is BEST for STEAM IRONING, STEAM ; . — 
PRESSING and DRY IRONING TOO. iy é. 


FEATURES THAT “WRAP UP’ SALES 
AT FIRST SIGHT! ONLY PRESTO HAS THEM ALL! 




















CONTROLLED VAPOR 
STEAM—Ask customer to 
put her hand through 
the mist-fine vapor steam 
from a Presto. Her hand 
will feel dry. 


USES PLAIN TAP WATER | 


—Areal sales clincher’! | 


Let budget-minded Mrs. 
Homemaker know that 
she can save up to $20 
on distilled water yearly. 





EASY TO FILL AND EMPTY 


Larger opening...larger 


capacity. Presto turns 
plain tap water into 
vapor steam in seconds. 
It's economical! It's con- 
venient! 


PRICED... 


€ 5 


IRONS IN EITHER DIREC- 
TION — Designed with a 
woman’s work in mind! 
With a smooth, rounded 
heel, Presto glides over 
with greatest ease. 


to be America’s largest selling 





STEAM IRON at only 


Fair Trade 
List Price 
Fed. Tax Incl. 


It’s ALL FOR YOU! 





SS ee 


Presto... 
























THE TAP WATER VAPOR STEAM IRON... THAT 
GUARANTEES BETTER IRONING OR YOUR MONEY BACK! 





Ask your PrEsTo sales representative today about the new 
PreEsTOo local impact sales building program and how you can 
become a Preferred Presto Dealer. 


best advertised Drelo 


PRODUCTS 


Presto 


best known + best buy! 








Write Presto for FREE hurd-hitting point-of-sale displays to help you SELi! 
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SETTINGS 
and 
SHANKS IN 


GOLD-PLATINUM-PALLADIUM 


121-3 117-4 “118- 3 
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SERIES 440 








HONESTY ACCURACY 
KARAT REFINERS . — 9 TMELERS 
cos 40° FOR HALF A CENTURY PALLADIUM 





Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. @ Phone JUDSON 2-3095 ©@ New York 19, N. Y. 


FOR JUNE, 1954 15 
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The power of LIFE...in Cleveland 


Mi ° > Y 39 ° 
1953’s Brand Name Retailer of the Year,” Lewis I. 
Benway, president of Basch’s Leading Jewelers in 





Cleveland, and his son-in-law, Stanley B. Stone, vice- 
president and general manager of the store, have this 
to sav about LIFE: 





‘SWe are the largest jewelrv store advertiser in Cleve- 
land, and among the largest in the United States for 
single-unit operations. 

6s’ verv penny we spend in advertising, in anv medium, 
is devoted to nationally famous, nationally advertised 
merchandise. We believe firmly and sincerely that a 
merchant today benefits tremendously by coordinating 
his local advertising with the national programs of the 
items he features. 

¢¢'The aggressive, wide-awake jewelry merchant is the man 
who Is taking full advantage of the opportunities offered 
for tie-ins with ‘Advertised-in-LIFE’ promotional ac- 
tivity ... with LIFE’s tremendous coverage .. . and 
with the splendid ‘brand name’ reaction LIFE reader- 


ship provides.” 


Basch’s, one of Cleveland’s leading jewelry stores, was 
founded in 1918 and has been known as a highly repu- 
table firm ever since. As one of Ohio’s oldest jewelry 
concerns, the store has long been famous for its promo- 
tions of nationally known jewelry merchandise. 
Located in the heart of Cleveland’s busy downtown 
business district, Basch’s is known to thousands of 
Clevelanders and Ohioans as the home of the very 


finest in jewelry. 






First in audience 
First in circulation 
First with advertise 
First with retailers | 





9 Rockefeller Plaza, New York 20, N. Y. 
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L. |. Benway, left, president, Basch’s Leading Jewel- 
ers, Cleveland, Ohio, receives Brand Names Founda- 
tion’s Retailer-of-the-Year Award from Nathan Keats, 
vice-president of the Foundation. Looking on is 
Conover ‘“‘Brand Names Girl,” Irene Foster. 





stainless steel back, 


$24.95 F.T.I. 
with matching bracelet, 

$29.95 F.T.I. 
EVERLAST GUARANTEE 








CROTON 
NIVADA 
the value buy in quality watches 












VALUE TAKES THE SEASON OUT OF SELLING... yes, value is the key 
to customer confidence. When You offer the best watch buy in town, it’s 
a matter of teamwork between your profit-conscious retail thinking and 
a watch house which plans for sales at the RETAIL LEVEL. 

We at Croton pride ourselves in ‘‘ partnership-thinking’”’ with the 
thousands of retailers who depend upon Croton design and plus selling 
features to build bedrock watch business. 

In today’s market there is no other ‘‘watchmaker’s”’ watch you can 
sell with the same pride as when you sell a Croton Nivada Grenchen, 
famous for the finest watches... since 1878. 


2 CERTIFIED PERFECT DIAMOND WATCHES 


Fashion-first design. 


* EVERLAST mainspring and 
balance staff guaranteed 
for the life of the watch. 
















*CERTIFIED Waterproof as long as crystal is intact, case unopened. 





* 10 Certified Perfect Diamonds. 
14Kt. white gold case. 
17-Jewel movement. 










OLIVIA $89.50 F.T.!|. ‘ie 


CROTON NIVADA GRENCHEN 
404 Fourth Avenue, New York, N.Y. 


Please send me sample Olivia 0 


ing promotion plans. 





SIGNED 



















Linda 0) Mermaid) Buccaneer (0) 
and complete information regard- 























MERMAID ~ 
Chrome top, 
stainless steel back, STORE NAME 
with strap, ADDRESS 
$29.95 F.T.I. 
EVERLAST GUARANTE CITY STATE 
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Tevet means VARIETY — with the most comprehensive 


line of jewelry on the market today. 


: COCPLEY,, means QUALITY —whether-article is Forstar, : 
sterling silver, gold filled, 10 karat or 14 karat gold. 





Total means SERVICE — as the jeweler’s quickest and — 


most dependable source of supply. 


Tovslnet means PROTECTION — because distribution is __ 


confined to legitimate jewelry outlets. 





THAT — Wt Y you can feature 
these FORSTNER products with CONFIDENCE 


LADIES’ AND MEN’S WATCH BANDS 
) BRACELETS OF CHARM AND IDENTIFICATION BRACELET S 


LADIES’ FASHION JEWELRY 


MEN'S: JEWELRY 
ANKLET S$ AND NECK CHAINS - 


TRULY, IT'S—_ heated 


JEWELRY S NAME FOR QUALITY 





Forstner Chain Corporation, Irvington 11,N.J.° Sold through Authorized Wholesalers everywhere _ | 
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World’s Largest Manufacturer of Wedding Rings 


Diamond Wedding Rings * Mountings 
Diamond Mountings « Earrings * Emblems 
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Effective July 15, 1954 ibhaufe que | mms 6 : 
We are pleased to announce that #2 |» ~~ es 


Our NEW Home will be located at 


100 Sixth Ave., New York 18, N. Y. 


Where we will occupy the 


Entire 6th Floor 


Doubling our present space 





B. F. HIRSCH, Inc. — until July 15th — 304 E. 45 St., New York 17, N. Y. 
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UNIVERSAL 


GENEVE 


NEW HOME OF UNIVERSAL GENEVE 





~The world’s most modern watch factory 


In this new - factory which will be ready in January, 1955, 
Universal Geneve’s high standard of performance will continue 
to be assured through its own “one-out-of-seven watchmaker 
control system.” Here, Universal Geneve will continue to | 
produce | watches of traditional style leadership, dependability 


and value, at fair consumer prices. 


SOLD, SERVICED AND ESTEEMED BY JEWELERS AND CONSUMERS IN 


AMERICAS 
Unirep STaTEs 
(all 48 states) 
ARGENTINA 
BRAzit 
CANADA 
CHILE 
COLOMBIA 
Costa Rico 
CuBA | 
CURACAO 


Dominican REPUBLIC 


Dutcn GUIANA 
ECUADOR - 
GUATEMALA 
Haiti 
HonDURAS 
Mexico 
NICARAGUA 


» PANAMA 


PARAGUAY 
Peru 
SALVADOR 


Urucuay 


VENEZUELA 


EUROPE 


AUSTRIA 
BEeLcerum 
Cyprus 


DENMARK 
Eire 
FINLAND 
FRANCE 


‘GERMANY 


GIBRALTAR | 
GrReEaT Britain 
GREECE 
HOLLAND. 
ICELAND © 
ITALY © 


Norway 
- Portucar 
SWEDEN 
‘TURKEY 


AFRICA 
ABYSSINIA 
ALGERIA . 
ANGOLA | 
Beician Conco 
EGYPT 


FRENCH EQuaTorRIAL AFRICA 


French West AFRICA 
FRENCH SOMALILAND 
Goip Coast ~ 
KENYA 

MADAGASCAR 
Morocco 
MOZAMBIQUE 

NIGERIA 

REUNION ISLANDS 
RHODESIA 


Srerra LEONE 
_ Tancier 


TANGANYIKA | 
UGANDA 


Union or South AFRICA 


ASIA 
ADEN 
AFGHANISTAN 


- Bawrer Istanps 


CEYLON 
Honc Kone 
INDIA 
IRAN 

RAO 


Japan 


JORDAN 

Kuwait 

PAKISTAN 
PHILIPPINES | 

SAuDI ARABIA 

SiaAM 

Straits SETTLEMENTS 
Viet-Nam 


OCEANIA 
AUSTRALIA 
TAHITI 
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ESTABLISHED 1894 : 








THE HENRI STERN WATCH AGENCY, ING. . - 


announces that for more efficient service to Jewelers, 








it has appointed the following firms as 








sales representatives in their respective territories 


y 








for Universal Geneve Watches: 


S:. H. CLAUSIN & Co. Minneapolis, Minnesota 


ESTABLISHED 1896 


EDWARDS & COMPANY, Kansas City, Missouri 


ESTABLISHED 1886 


H. O. HURLBURT & SONS, ‘Philadelphia, Pennsylvania 


ESTABLISHED 1814 


M. A. MEAD & Co.. Chicago, Illinois 


ESTABLISHED 1883 





»; Gy PERCIVAL & to: INC.. Boston, Massachusetts 


ESTABLISHED 1844 





FREUDENHEIM BROS., New York, New York 


ESTABLISHED 1887 


B-H-K COMPANY, INC.., Milwaukee, Wisconsin 


SUCCESSORS TO A.C. POSSIN COMPANY. ESTABLISHED 1909 





The policy of keeping sales on a restrictive basis to jewelry outlets will remain unchanged. 


Universal Geneve is the originator of such superior timepieces as the “Monodate’’—the 
varied and versatile ““Compaxes”—the “‘Autovision’”—the “OQutdoorsman’’—the “Town & 
Country” —the “Olympia” —the “‘Polo” —and many others. All priced to represent good value. 


THE HENRI STERN WATCH AGENCY, INC., 587 Fifth Avenue, New York 17, N. Y. 
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MR Briefly, a 50 per cent increase in tariff is sought on imported parts and watches with 
17 jewels or less (the current tariff amounts to an average 35 per cent ad valorem). 


uestioning 
another taritf 
on watehes 








The Watchmakers of Switzerland reprint some 

of the most-asked questions that have been received 
from jewelers and watch suppliers. he accompanying 
answers indicate that a higher tariff on 

jeweled-lever watches with Swiss movements 

would have a definite effect on the retail 

jewelry business and on trade relations between 


Switzerland and the United States. 


The Watchmakers of Switzerland 





“If the increase were granted, a chain of destructive effects would be 
set in motion. American consumers would be confronted with higher 


price tags on watches. They would undoubtedly cut their purchases.” 
... from an editorial in the New York Herald Tribune, Feb. 10, 1954 
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eB would watch prices go up or down? 


“Every dollar of increase in tariffs would increase prices to retailers by nearly $3 and 
prices to consumers more than $6.” 


... from a 1951 Watch Tariff study by Professors Reavis Cox and Donald Blankertz, University of Pennsylvania 


ces Would more or fewer watches be sold? 


“Any increase in the price of watches to the consumer at this time would be certain to 
have a sales delerring effect and likely would further reduce the total volume of sales 
by retail jewelry stores.” 


... from the 1951 Tariff Commission testimony of a Virginia jeweler, spokesman for hundreds of other jewelers 


s a + 

eB wou the public benefit from a watch tariff increase? 
“T have been in the jewelry business for approximately 37 years, during which time I 
have catered mostly to the working man, and I cannot help but feel like others do, that 
if a tax were imposed on watches in the Swiss bracket, that the working man would be 
put at a disadvantage.” 


... from the 1951 Tariff Commission testimony of an Ohio retail jeweler, representing other jewelers in that state 


What is the effect of the present watch tariff? 


“Reason why almost no foreign-made watches of more than 17 jewels are seen in the 
American market is the Reciprocal Trade Agreement with Switzerland which reduced 
tariffs on watches with 17 jewels and less but retained the high Smoot-Hawley duty olf 
approximately $10.75 per watch on watches with more than 17 jewels. ‘This leaves the 
21-plus jewel watch market almost exclusively in the hands of domestic manufacturers.” 


... from the Northwestern Jeweler, March 1954 


ces What is the over-all trade with Switzerland like? 


‘The Swiss, who have a market in the United States for little beside their watches, buy 
from us $48 per capita in American goods, while we buy from them 92¢ per capita in 
their products. From the standpoint of dollars, the benefits are clearly ours.” 


... from the Milwaukee Journal, February 1954 


ces Would an increase affect only the jewelry trade? 


“...we want to stress again the importance of the forthcoming ‘Tariff Commission’s 
recommendations in the Swiss watch case—and the importance of the President’s decision 
in that case. 

‘The watch case, for our friends in Europe, has become a ‘symbol’ for our foreign 
trade policy. It has been blown up far beyond its economic importance, both here and 
abroad. It is for this very reason that the President’s decision in that case is of such 
importance. 

“The fact that the national security argument has been brought into the Swiss watch 
case with a vengeance, no doubt, complicates the whole discussion considerably. 

“The security argument should be determined by experts in that field. But even if 
the expert judgment is that something must be done for the watch industry because of 
security considerations, we feel strongly that there must be a sounder way of providing 
such assistance than an increase in watch tariffs at this particular time.” 


_.. from an editorial in The Journal of Commerce, May 12, 1954 
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. SELL THEM AS 51 | 
e SELL THEM AS LENGTHENERS 





SELL THEM AS HAIR ORNAMENTS 
SELL THEM AS SCATTER PINS 


“7 No matter how you sell them, you can be sure that your customers 





will buy them! Because these ingenious adjustable clasps: 


and necklace shorteners have everything. Beauty... practicality... versatility. 





They go to any length to please your customers. 
To make a favorite pearl necklace longer or shorter. 


To dress up a favorite dress as a scatter pin. 





To add new hair glamour as a hair ornament. 










NMAOMIE STOCK THEM. DISPLAY THEM. 


PRODUCT 


ADJUSTA PEARL And just as sure as women of - 


all ages want variety for spice 


682/1-3 $4.25 DZ. (BULK) 
MAKE “HAY” with DISPLAY the NAOMI WAY! | 





: 5 H100—Nickel or 
20 fe gold plate, 75¢ dz. oS 


206~N. S. $1.00 dz. 

seers saan tack ot 2/20 white G.F. 

100/1-3~-$2.35 card of 6. youm—_14kt. cultured $1.75 dz. also 
100/1-3—$4.00 dz. (Bulk)... : . 1Okt, 14kf. 

100/4-6—$4.25 de. (0th) "8 97 OP OOS: | 

PP PET CETL ELITE CCE CEL CULELLE EET ELEC CIEPELELELE CLT TTPTELLEL LLL 


NAOMI 


INTRODUCTORY OFFER!” 


D681 —pear! 
lengfhener, 








{Bulk}. 





D345—$3.00 CARD OF 12 















































Buy 1 card of any Naomi = picase seno me: - 
| . e _ STYLE QUANTITY _ COST — 
adjustable clasp or pearl : _ as = 
shortener—receive FREE card : ~ ; A 
| of (6) nickel silver :- ~~ sadiilencoracanaahanenmedsmnndlliaessase-euncgesageanial 
#206 shortener. - Fill in this coupon and send to your certified Naomi dealer or wholesaler _ 
i = Send me -FREE cards of #206(6 PER CARD) 
o ) Cc ) } - Store 
‘ — ge Yaa @ QUALITY * Address 
7 FINE ‘NGS = City State 
PARK, WN. Y. | | RE RASAAAARAAS ARORA SARSRERRRRRRRARARRRASAR RRR SA SAR DS RR ESR RRB. 





WRITE FOR FREE FINDINGS CATALOG e AVAILABLE AT CERTIFIED NAOMI DEALERS 


‘>. 





$1.10 card of 6. © 
681 —$1.75 dz. 
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YO USTOMERS wing,” 


Duel Lock 


Interlocking Sets 


E 

) THE RINGS THAT 
LOCK WITH THE 
KEY TO HER HEART 



































RINGS ENLARGED TO 
SHOW DETAIL 





Duet 
Lock Ringsf 


a: , open when you 
t Yes, these masterpieces have the ward these opal 


E advantage*of a charming Sterling @aemweds 
4 Silver Key that women love separately 
f to wear as a charm , 








lt el 
F 
‘ ” 


A 
 - — 








=~ Lock "Two-Gether" 
when you want them 


KNTERLOCK ED 





NO PICKS—NO HAIRPINS — 
| NO NAIL FILES NEEDED! 


‘KUSHNER ¢& PINES ING 


15 WEST 47th ST., NEW YORK 19 
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— LITTLE STAR 


— oat Beautifully styled miniature 40-hour alarm. Smart ivory- 
nT tinted plastic case, clear styrene crystal. Single key winds 
time and alarm. Felt padded base. 





consists of three 
plain and 
three radium 
















NO. 150 DEAL “Little Star” alarms, 
two of each 
factory-mounted 
on counter card. 

*e , aye : 
Fo. “=~ 
. You TS 3 ‘oan co (a $11.85: 
| i * 3 radium at $4.50 oo. ees $13.50 
—— a — SR co ee stesstsee $2585. 
ee gi fea se , S17-73%. 
x. Pe x * 7 oe 
Your PROFI Pie i TESS, 
Actual Size a: 











LITTLE PAL 


America’s best value in miniature alarms. One key winds. . 
time and alarm, 40-hour movement. Metal case in baked 
enamel ivory finish. Felt padded base. 





consists of three 
plain and 

three radium 
“Little Pal” alarms, 
two of each 
factory-mounted 
on counter card. 


NO, 120 DEAL 





You SELL 3 plain at $3.95... ccc $11.85 








3 radium at $4.50 ..........00... cee. $13.50 

Le ee Seen $25.35 

a $17.73* 
Your PROFIT 0 oocooooococccccccccecceeceeee. $ 7.62 


Actual Size 


— . «= =~ om coe - 
’ ; 9 rn ne eS eam 


*}f you purchase 24 Sentinel clocks, your 


wholesaler has a special price for you. THE E. INGRAHAM CO., BRISTOL, CONNECTICUT 


Send us complete information on Sentinel Time 











STORE 
TODAY . «« write your wholesaler or mail eatin 
coupon for full information : 
STREET & NO. 
CITY ZONE STATE 














WHOLESALER’S NAME . 
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No. 
3446V 


Cad . in 10% 
THAT SPEAKS S Aaa a 
: iN rn Platinum with 
- 11 large full 
cut diamonds. 
Retails at 


about $375.00 
in 14K gold with 
smaller single 
cut diamonds. 

Retails at 

about $175.00 

with synthetic stone 

points. 





No. 
3438G 


2, —~—~ fai “oe ! in Platinum 14K, 
—,— 5m: ‘ tee? six diamonds, 
full cut center 
Retails at 
about $170.0 
in all 14K 

Retails at 

about $120.00 

with synthetic stone 

points. 











diamonds, 
pierced and 
engraved. Retails 
et about $72.50 
with synthetic stone 
points. 








No. 
1/3283N 
with 6 diamonds. 


Retails at 
about $80.00 


with synthetic , a s by the wisdom of a 








stone points. 





half century of “know how” but imbued 








with the creative spirit of youth, Goodman and 





Company presents four new masterpieces of ring making. 





DIAMONDS ENLARGED 
TO SHOW DETAIL. 


OF Yiftieth Year MATS AVAILABLE 


| GOUODMAN & COMPANY 
Makers of Fine hewelry, Since 1904 


INDIANAPOLIS 4, IND. 








42 W. WASHINGTON ST. 
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as ADVERTISED 


~ FULL COLOR 


FATHER’S DAY ISSUE 


ANOTHER of a CONTINUOUS SERIES of 

National Advertisements That PRE-SELL and 

INCREASE CONSUMER DEMAND for SANDOZ... 

the World’s THINNEST... Smartest 100% WATERPROOF 
and Waterproof Self-Winding Watches. 

Exclusively for Jewelers...Because SANDOZ is 

SOLD IN JEWELRY STORES ONLY! 


SPORTSMAN 41 
Man’s 10K 
gold filled 
waterproof* 


$§25° 1; 


Alse available 
with golfer 
fisherman, 
horseman, 
airplane, boat, 
and masonic 
emblem. 


AS FEATURED IN LIFE 


MO RE i AS FEATURED IN LIFE 
@ 


Authorized SANDOZ Jewelers Will Receive 
A Large Selection of Special Sales Helps 


a An ee ae ee © 





— ae a oo ii 2 


FAMOUS SINCE 1870 





= (F eee _ i] 
NX ant | 
co ef] fan's 9 H 
k .. r aterproofiy 
95 
spl tanith 2758 $2995 Fr | 
Man’s 10K 
gold fitted 
top waterproof* 
$5500 F1, 
In chrome top 
$3975 aa 
squirne3 
Man's all steel 
waterproof* 
$5500 Fri 
DIANA 2 JB 
Lady’s all steel! 
waterproof* 
$4975 Fr; 
SIREN + acl SPORTSMAN 13 : 
iow deerme body's all ste Man's all steel = 
“= ~waterproof* waterproof* - an i 
$9500 Fr) $4500 Fry ee | 


That Will Tie-in with Esquire Nation-wide EVENTS ON YOUR 


FATHER’S DAY PROMOTION... Also a Live 


Motion Waterproof Watch Display...Newspaper Mats TIMEPIECE 


-:Mounted Ad Reprints... Folders...Direct Mail Combining the rugged qualities of 
a Sport watch with the elegance of 


Promotions...Radio Scripts. an Ultra-Smart Timepiece for dress 
and professional use. 


GIFT CALENDAR... 
THE PERFECT 





FOR THE IMPORTANT 


Jewelers Who Merchandise SANDOZ Watches Featuring a fully guaranteed 
Have Found the Way to ELIMINATE CUT-RATE... 17 Jewel shock protected, anti- 
CUT-THROAT COMPETITION magnetic SANDOZ movement in the 
WORLD'S THINNEST 100% WATER- 
PROOF* CASE. 


S H ie j be O WAT Cc H, ; N Cc ° Choose either a conventional 


276 FOURTH AVENUE, NEW YORK 
400 ONTARIO STREET WEST, MONTREAL 


wind or automatic, 
itself as you wear it! 


Printed in U.S.A. “Waterproof when crystal 
intact and case unopened. 


which winds 






















Wor 4 

*s all stef 
self-windiry: 
waterproo | 


744 
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9 CHAMPION 

32 Bisson 
CHAMPION mine s 14K t 

in all steel steel back 
50 self windin 
$74 FTI ” waterproof* 


n chrome top $9950 +11) 






IN ADDITION TO THE NATIONALLY ADVERTISED 


Sandoz, Watches THE PRICE MAGIC OF 
SHRIRO 


OFFERS THE FOLLOWING 5 gpa PRICED : $ n R > O 9 
THEY ARE AVAILABLE UNDER 
svt reavemark “CORNELL” on WITH Br K+ 5 A Ct, l on Lines 


YOUR OWN NAME ON THE DIAL... 



















GENERATES THE MERCHANDISING POWER FoOp | 


BUILDING TRAFFIC AND VOLUME SALEs 


Featuring 17 jewel movements all equipped with Incabloc, unbreakable 


mainspring, Nivorax | anti-magnetic hairspring, beryllium balance; top grade 


rT A” LINE 


finish; in steel, gold-filled, and 14K gold cases. 


“R’ é LINE Featuring 17 jewel movements all equipped with Incabloc, unbreakable 


mainspring, anti-magnetic hairspring; in wide range of Swiss and domestic cases. | 


"be LINE Featuring 17 jewel movements all equipped with unbreakable mainspring 


and anti-magnetic hairspring; in wide range of Swiss and domestic cases. 


Featuring 17 jewel movements equipped with anti-magnetic hairspring, 
“Co” LINE | | | | | 
some with Incabloc, in extremely large selection of Swiss and domestic cases; 


prices very low. 


““D’’ LINE oo. | | | | 
Featuring 7 jewel movements, some with Incabloc, in a selection of domestic cases. 












All Above Available as “heads” or with attachments; with or without boxes. 


SHRIRO WATCH INC. 


276 FOURTH AVENUE, NEW YORK 10, N. Y. si 


400 ONTARIO STREET WEST, MONTREAL 2, CANADA ON SHRIRO MeRcHaonE,TOPAY AND casi, 
ING “KNOW IN 


HOW’! 






Printed in U.S.A. 





DR 


LES 
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It nappened im... 


WASHINGTON, D. C. 





You’ve heard of buying blind. This was 
literally a case in point. It was about thirty 
years ago, the first store our firm had 
bought in Washington. An auction sale was 
in progress. Our J.B. had just been relieved 
from the auction block by his older broth- 
er. As J.B. moved around behind the 
counter, he felt a tap on his arm. “I am 
totally blind,” said the tapper, who hap- 
pened to be the Senator from Montana. He 
had dropped in and listened to the selling 
for two or three days and now felt he 
could rely on these people to choose for 
him the two diamonds he wanted to buy. 
He told J.B. the size and quality he wanted 
and asked him to just touch his arm when 
such stones were up for sale and a good 
buy. Yes, he bought and enjoyed the 
diamonds. And we’ve been back and 
bought seven other stores in Washington 
since, including Shaw & Brown, Harris and 
Schaeffer, Berry & Whitmore and most 
recently Ayre & Taylor. Our policy of 
deserving your confidence has never 
changed. 


Stories from our 50 years‘ 
experience with truths of 
just as great significance today. 
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Don't let this 


MASSACRE 


wipe out every 


retail jeweler! 


* This message is the fourth in a campaign that 
will continue. If you share our convictions, let 
us share your ideas. Write us. Call us. And if you 
want reprints, well send you all you can use! 
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ME for Survival* 





Like a ravenous monster, the discount house devours the retaj] 
jeweler’s clientele, customer by customer. It can never be appeased, 
With prices that lie about quality and value, it stamps out every 
notion the public has held about merit, taste and integrity. 


And with his reason for existence destroyed, the retail jeweler jg 
left to wither from starvation. 


Instead of fighting to live, many a retail jeweler is driving 


customers out of his store right into these retail slaughterhouses, 


YOU—yes, YOU—are keeping the discount house in business! 
You are the indispensable foil—the dupe. Right this moment, you 
are promoting, at list, merchandise that is up-priced for just one 
reason—so that the discount house can cut your throat! 


Whatever they ‘‘save’’ — you lose! 


The faster you clear your store of such brands, the faster you 
wipe out any comparison the discount house can make. 


Then—let them prove value, quality, honesty on brands so fraud- 
ulently priced! Without you to set up the comparison, the discount 
house is caught. And YOU—the community's standard of quality, 
wisdom, value and taste, win back those customers with brands 
the discount house cannot touch, cannot pirate, cannot cut. 


Stand now — or fall! 


These brands are marketed by ethical manufacturers who refuse 
to up-price their merchandise to the discount house’s advantage. 
They refuse to sell the discount house on any terms. They are 
battling bootlegging at every distribution level and in the courts. 


These brands are famous, respected. They are better values 
because they are honestly priced, marketed with integrity. And 
these volume builders are more than the retail jeweler’s allies in 
his battle for business... they are his main strength in his struggle 
for survival. 


ANSON makes this pledge... 


1. We will continue to Fair Trade tickets on Anson merchandise. 
our merchandise at the wholesale- 
distributor level. 5. We will continue to price our 
merchandise at a level that provides 
2. Wewill continue to refuse to sell a just profit to you... and an excel- 
to “cut-rate” houses and discount lent value to your customer. 
catalog operators. 6. We will continue to maintain at 
3. We will protect ourselves and every price level the exceptional 
our retailers against any attempts standards of quality, materials, de- 
to bootleg Anson merchandise. sign and packaging that have made 
Anson “the jeweler’s jewelry,” and 
4. There will be no up-priced retail the customer’s finest value. 


JEWELRY FOR MEN 
ANSON, INCORPORATED 
24 Baker Street, Providence 5, Rhode Island 
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AND EVERY ACE FROM THE SAME PLACE 
the Aouse of Fishtacls... 
the fouse of Wiuners ! 


¢ A vena 
& | 





SETS 





14k 
SCARF PINS 








The house of Fishtails is now more than ever a “full 
house” of winners since we took over the entire Model 





» \y Ring Company tools, dies, merchandise. Now 
Goldstein-Gerson is your one source for all you need 
... all types of rings, éarrings, scarf-pins, pendants, 
emblem goods...dnd everything in the great G-G 
tradition of the finest quality, ‘styling and value. Yes 
-,.. one for all, and all for profit . .. for you, for your 








- retailers! 


— Authorized Wholesalers Only 


©, GOLDSTEIN + GERSON CO., Inc. 


(Nive ality of Fishtails 
* MANUFACTURING JEWELERS ¢ 130 WEST 46th ST., NEW YORK 36, N. Y. 
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hen you need 










a better PACKAGE 
for your product 


call on 





S&S 


40 Years of Packaging Leadership 





OLA) 1S bi MANUFACTURING COMPANY, INC. 


567 Fifty-Second Street, West New York, New Jersey. 


CANADIAN FACTORY: 91 Brandon Avenue, Toronto 
MONTREAL OFFICE: 407 McGill Street 






























with 
an 
eye 


for 


fashion... 


THE THINNEST 
AMERICAN WATERPROOF 
DRESS WATCH CASE*... 


The man who keeps an eye on time has been 
waiting for a wafer-thin dress watch case that's 
beautiful — and most important — waterproof, 


and here it is... 
1.D.’s newest style achievement. 


The finest, wafer-thin, certified waterproof watch 
case... precision made by |.D. expert crafts. 
men. Mirror lapped and beautifully styled, it 
will appeal to the good taste of a ‘fashion 
plate’’...or to the busy executive who wants 
a watch he can wear without worry. 


Available in 10K rolled gold plate, 10K gold 
filled with stainless steel back ...at leading 
watch importers and manufacturers. 

























I.D. WATCH CASE CO., INC. 


Serving Watch Manufacturers and Importers Since 1910 


GENERAL OFFICE AND FACTORY: 
137-11 90th Avenue, Jamaica, L. |. * JAmaica 3-8700 


NEW YORK OFFICE: Joseph Dinstman, Paul Korman, 580 Fifth Ave., Tel. PL 7-6373 
CHICAGO OFFICE: William Bart, 29 E. Madison St. © LOS ANGELES OFFICE: Leonard 
J. Ravven, 215 West 5th St. © EASTERN AND CANAv!AN REPRESENTATIVE: Dave Kay, 
15 Maiden Lane, New York, N. Y. 









*Pat. Pending 


























Take pride in the chain YOU sell. . . select rt for QUALITY and appeal 
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yes, everywhere... 


coast to coast...border to border 
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They see ads 
like this 





, a ° 
IS a ial 
The beauty of these words lives on...in the 
lasting beaygy of your palladium ring. 
Palladium is bridal-white. And it faithfully 
reflects the true brilliance of your diamond 


Palladiunr is modern. It’s the newest of pre- 

cious jewelry metals 
ory ae 

Palladium is strong, too. It holds your gem 
securely. 

See palladium rings at your jeweler’ i 

p m rings at your jeweler’s, or write 

us for a nearby source. We'll also send you a 
copy of an interesting booklet, helpful in se- 
icching your rings. 


As styled by John Giovannetti, 
New York, N. Y. 





As styled by Bristol Seamless , 
Ring Co., New York, N. Y, 





’ ’ " 


Set your 


heart on ‘4e [ um 


A Precious Metal of the Platinum Group 


As styled by Byard F. 
Brogan, Philadelphia, Pa. 








they look for this sign y 


Colorful advertising like this, appearing in con- 
sumer magazines, is building interest in palladium 


rings and jewelry. 

Get-the benefit of it... by displaying the free 
metal-faced sign and by showing a variety of pal- 
ladium jewelry. 

Your prospects for wedding and engagement 
rings are being presold on palladium by advertis- 
ing in national magazines. 

SEVENTEEN is the magazine where girls in 
their teens first fall in love with palladium rings 

_and learn about all the merits of palladium 
as 3 the last word in ring settings. 


CHARM and GLAMOUR bring the palladium 


Platinum Metals Division 











a precious metal of’ the platinum group 


story home to young women in their early or 
latter twenties . . . prospective brides. 


TRUE, the man’s magazine, reaches the young 
man who actually buys the engagement and 
wedding rings, after the fair sex has had its say. 


HARPER’S BAZAAR tells the palladium story 
to the fashion conscious, the fashion experts... 
and to the mothers, aunts, older sisters and 
married friends who mold a younger girl’s ideas 
about marriage, fashions, jewelry. 


Send for your copy of “Palladium Jewelry and 
Where to Buy It,” which also describes a variety 


of free sales aids featuring palladium, including 


the metal-faced sign. 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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Anyway you measure it, the 
National Jewelry Fair offers you a most 
complete market under one roof where 
you may select your requirements in 
air-conditioned comfort next July. Over 
200 of the nation’s top-ranked firms will 
display their newest lines for Fall and 
Christmas at the Conrad Hilton in 
Chicago. On display for the FIRST 
time, you'll find many in-demand items 
with a profitable markup for holiday 
selling. 


THE FAIR IS SUITABLY 
TIMED FOR POSITIVE BUYING! 





UNDREDS OF LEADING LINES 
ON DISPLAY... 


Examine...Compare... Select... 
up-to-the-minute merchandise provid- 
ing greater value for public acceptance. 
Many special promotions and exciting 
sales plans available only to buyers in 
attendance. Check dealer tie-ins with 
national campaigns. Attend the National 
Jewelers Association Business Sessions 
held during the Fair. The answers to 
your jewelry store problems will be dis- 
cussed by qualified experts, without 
charge to registered jewelers. 


WRITE NATIONAL JEWELERS ASSOCIATION, 
545 FIFTH AVENUE, NEW YORK 17, N. Y. 
FOR FREE ADVANCE REGISTRATION 
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NATIONAL JEWELRY FAIR 
812 OLIVE ST., ST. LOUIS 1, MO. 
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FEE CESS 

* ») IN. THEIR 

+ : \Z EXQUISITE 

- AZ APPEAL .. 


the heirloom quality of Cultured Pearls from Borrelli . . . 
in necklaces or loose .. . presents an 
unparalleled opportunity for you to offer these 
gems of the ocean... in all sizes, colors and prices 


... to please every taste and desire. 


Sold through wholesalers. 


_. Bork. COR sem 


IMPORTS AS 


665 Fifth Avenue, New York 22, N. Y. © Telephone MUrray Hill 8-0648 
CHICAGO > LOS ANGELES . 7O kc Y O 









Spring tonic for diamond ring sales! 


A rtca rve dd firs with brides 


DIAMOND AND WEDDING RINGS 


... first with beautiful ads 
in these best-read magazines ! 



























LIFE... reaching 30 million readers LOOK ... the magazine read by the SEVENTEEN ... the magazine pre- 





every week .. . the largest magazine vast, steady market of men and wom- pared especially for your newest 
audience in the world! en under 35 — eager, page-by-page market . . . today’s younger-than- 
readers. ever brides-to-be! 
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MADEMOISELLE .. . the magazine BRIDE’S and MODERN BRIDE—the two magazines written 


that sweeps your 20 to 30 age group —_—sjust for brides—and those they refer to as buying guides! A 
... your biggest marriageable buy- __ special campaign featuring Artcarved’s wide variety of wedding 
ing market! rings will appear in these magazines! 


plus... Window displays! Newspaper mats! 


TV and movie playlets! Booklets and leaflets! 
Radio discs and scripts! 





DIAMOND AND WEDDING RINGS 







Art ~ a rve d America’s best-selling rings since 1850 
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Beautiful brides in warm, romantic 
advertisements like these will be letting 

all your customers know that Artcarved is the 
ring to wear proudly for a lifetime . . . the ring 


to ask for when they visit their jeweler’s. 


And all these powerful selling aids are yours 
as a franchised Artcarved jeweler. They’re 
ready for you now when you need selling help most! 
Ask your Artcarved* representative or write our 


home office for full details. 


*+RADE-MARK REG. 














a 


J. R. Wood and Sons, Inc. 216 East 45th Street, New York, New York 

















THE PRICE INCLUDES “INSURANCE” 


Most people prefer long-term satisfaction to short-term discount. When 


a watch is purchased from a qualified retail jeweler, the customer actually 
gets insurance—insurance of satisfaction. The qualified retail jeweler 
knows watches, can check each watch as sold, can adjust it as necessary to 


keep better time, can repair or clean it with competence. 


These facts have been recognized by Longines-Wittnauer since 1866. In all 
our advertising, we invariably inform the public that “Longines and 
Wittnauer watches are sold and serviced by more than 4000 leading 
jewelers from coast to coast who proudly display this emblem—‘Agency 


for Longines-Wittnauer Watches’.” 


Spires We Ce, The 


Since 1866, maker of watches of the highest character 
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THE JEWELERS' 


ESTERN watches were the big 
item Russian soldiers wanted 
from our Gls just after the war. All 
kinds of Western timepieces, even 
children’s Mickey Mouse watches, 
were accepted eagerly by the Rus- 
sians when American soldiers offered 
them in exchange for war souvenirs. 
And, according to a North Ameri- 
can Newspaper Alliance story, the 
Soviet system still hasn’t relieved the 
shortage of good watches behind the 
Iron Curtain. The Western watch 
continues to be of great value, as a 
Czech newspaper ad testifies. The 
advertiser offered to exchange a gold 
watch of Western make for a week- 
end bungalow or a good car. 


On the other hand, “Made in 
Russia” watches do not seem to get 
an enthusiastic reception from the 
Communist consumer. In Budapest 
a shipment of Soviet watches was put 
on sale at state stores, with prices 
ranging from $112 to $140. Two 
months later, a local newspaper ob- 
served: “Twelve of these beautiful 
masterpieces have already been sold 
in the capital.” 


The general shortage of watches 
has also given rise to bitter anec- 
dotes, which cross over to Western 
countries. One tells about the in- 
spection of a school by the Polish 
president. He pointed to a picture of 
a Russian marshal and asked the 
school children who it was. He re- 
ceived the correct answer. Then he 
asked the children what the marshal’s 
impressive medals were. The eager 
answer was “Watches!” 
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— month JC-K ran a_ story 
about a young girl who acci- 
dentally swallowed her wrist watch. 
She was obviously an amateur jew- 
elry swallower. Since then there has 
come to our attention the activities 
of a professional in the field. 

Time reports that Roger Lhomel, 
after being caught thieving in Paris, 
confessed to police that he disposed 
of his booty by swallowing a brace- 
let, a wedding ring, a watch band, a 
religious medal and a _ three-inch 
wooden crucifix. 

It just shows what can be done 
with a little conscious effort and a 
strong stomach. 


> © 


i 2 April we re-printed a letter sent 
to the Milwaukee Journal from 
a grocer who criticized jewelers for 
hurting their neighboring grocers by 
selling coffee to gain publicity from 
the increase in coffee prices. 
Recently San Francisco jeweler 
Albert S. Samuels sent to the Jour- 
nal his objections to the grocer’s 
argument. His letter speaks for itself: 
“T can hardly agree that the mere 
selling of coffee by a jeweler to 
create store traflic is tantamount to 
criticizing . . . the grocer. It would 
take less than an ordinary observer 
to see that more grocers sell items 
connected with the jewelry trade all 
over the country than jewelers sell 
coffee and other grocery items. 
“No industry is more poached 
upon by every other industry than 
is the jewelry industry. . . . When 
other merchants sell jewelry, they 
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are not usually called upon to give 
the service guarantee that the jew- 
eler is expected to give. It is, there- 
fore, in the public interest (with 
prices the same) to buy jewelry from 
a jeweler, 

“Let me also disabuse that grocer’s 
mind and others who think that the 
jewelry business operates in the 
highest margin bracket. With 90 per 
cent of the standard wares sold by 
the jeweler the margin is 40 per 
cent, and some as low as 20 per cent. 
And bear in mind the jeweler’s turn- 
over is not what the grocer’s is.” 


> © 


_ guppy earring, containing a 
real, live guppy, is now available 
but jewelers and customers best take 
heed of the local A.S.P.C.A. The 
organization differs seriously with 
fashion experts on the care of this 
tiny tropical fish. 

The Times reports friction has 
already occurred in New York in a 
store where guppy earrings are being 
sold. Someone complained to the 
A.S.P.C.A. and one of its inspec- 
tors suddenly appeared. The store 
promptly obliged by removing the 
fish from the earrings. Customers 
could put their own guppies in. How- 
ever, opposing arguments rapidly 
developed. 

The Society claimed to be in the 
know on this matter, having some 
experience along this line, but it did 
concede a legal fight might be diff- 
cult. It admitted that the guppy is a 
low form of life and could not easily 
communicate its feelings if it en- 
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The fabrication of precious metals is our main 


business. Hence, the recovery of full value 





from our own scrap and waste is a must with us. 
: 7 That’s why we started a refining department 
UL. {1 S Gi C {1 QO Vi more than half a century ago. 
In those days we first offered the services of this 
department to users of gold and silver alloys bought § 
BUILT THIS NATION-WIDE from us. This started a service which to this day 
has never stopped growing. Now, refining facilities 
REFINING SERVICE at our plants far outstrip our own needs. 
Manufacturers by the hundreds from all over 
the country send us their precious metal scrap 
and waste regularly. 


The reasons they do this? They are satisfied 
that we do everything possible to reclaim all the value 









their shipments contain — that our facilities are 
modern — that our methods are up-to-date — that 


our returns are consistently accurate. 


Oe oie 


a ET 


© gee saree 
ae = Rotate 
oe ae ee 


Og Ii ee 






Yes, satisfied customers have built this important part 
of our business to its present day size. Would you 

like to know what this can mean to you? Send us 
your next shipment. Let our return show why 

so many ship to us regularly. Send it to our nearest 


plant listed below. 





HANDY & HARMAN 





HANDY & HARMAN 








WEST COAST CENTRAL U. S. EAST COAST 
3625 Medford St. 1900 West Kinzie St. 82 Fulton St. 15 West 46th St. Bridgeport! 425 Richmond St. 
Los Angeles 63, Calif. Chicago 22, Ill. New York ’38,N. Y. New York 36,N. Y. Conn. Providence 3, R. I. 
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dured hardship. The Society's op- 
position to the guppy earring, how- 
ever, was firm. 

The earring designers maintained 
that the guppy has no cause for dis- 
satisfaction because the earring globe 
is about an inch in diameter, is half- 
filled with water and contains lovely 
little plants. As a matter of fact, in- 
structions are attached to each pair 
of earrings on proper plant life for 
the guppy. The defense summed up 
its argument by declaring that the 
little fellows are deliriously happy 
in the earring, for it is a balanced 
aquarium. 

It is rumored in some quarters 
that surveillance by the Society will 
not be strict in all localities. How- 
ever, guppy earring wearers are still 
advised to keep an eye out for 


A.S.P.C.A. agents. 
© © 
Now that warm and pleasant days 


are here again, you are liable 
to see men and women tapping 
around the open country with geol- 
ogist’s hammers. They more than 
likely belong to the local mineralogi- 
cal club. 

New York, one of the most built- 
up cities in the world, does not seem 
like it could boast of such a club, but 
it does, though the group’s great 














days of mineral hunting are largely 
past. In a piece in the Times, Meyer 
Berger describes some of the New 
York Mineralogical Club’s major 
finds in the wonderful days when 
Manhattan Island was being exca- 
vated to accommodate the city’s 
growth. There were, for example, 
rich deposits of garnet unearthed at 
Broadway and 65th St. around 1900. 
A giant garnet, nine pounds and ten 
ounces, was also found in a sewer 
excavation at Broadway and 35th St. 

Today the club keeps a sharp eye 
on new construction. The Brooklyn- 
Battery Tunnel yielded a beautiful 
sample of fuchsite. Many of these 
past and recent specimens are on dis- 
play at the American Museum of 
Natural History. 

Naturally such a club needs a 
member who could be a technical ad- 
visor. He is Dr. Frederick H. Pough, 


JC-K’s own gem consultant. 


© 
| 4 fall Phoenix jeweler Newton 


Rosenzweig was elected presi- 
dent of the Arizona Retail Jewelers’ 
Association, and this was reported in 
the December issue of JC-K. Recent- 
ly, according to the Phoenix Gazette, 
he received a letter from a man by 
the name of Isaac Rosenzweig, a 
wholesale and retail jeweler in Cape- 


"Dolores, will you marry me?" 
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town, Union of South Africa, and 
president of the South African 
Jewelers’ Association. 

Newton was amazed because Isaac 
Rosenzweig was the name of his late 
father, one of the earliest jewelers in 
Phoenix. Isaac in Africa wanted to 
know if Newton and he could pos- 
sibly be related. His parents had 
originally come from Rumania. The 
relationship was indeed possible, for 
Newton’s father had also come from 
Rumania and had lived there a num- 
ber of years. 

Thus the long arm of coincidence 
and the trade press brought the vital 
suggestion to two jewelers, located a 
half world apart, that they are per- 
haps distant cousins. 


© © 
Ain sign in the window of 


a Syracuse, N. Y., jewelry store 
advertises: “Wanted — Customers.” 
Underneath in slightly smaller let- 
ters is the added persuasion: “No 
experience necessary!” 


© © 
pega are usually very happy 


to see a separated couple effect a 
reconciliation. On some of these 
occasions, jewelers may be pardoned 
for being particularly happy, as in 
the following instance. The N. Y. 
W orld-Telegram and Sun notes that 
comic Red Skelton’s jewelry bill was 
$150,000 in 1953, a year in which 
he and his wife separated and made 
up twice. 

© 


AN “shock-proof” watches sur- 
vive marital strife? We confess 
we don’t know. For that matter, in- 
genious as have been the advertis- 
ing boys in dreaming up dramatic 
demonstrations, none has touched on 
that particular phase of the subject. 
However, this true story, though 
not necessarily about a shockproof 
watch, does illustrate the terrible 
hazards in marital life that shock- 
proof watches might face—sooner 
or later. 

A woman wanted a broken crystal 
repaired on her busband’s watch. 
The watchmaker discovered it also 
had a broken balance staff and de- 
clared it must have been dropped. 
This remark aroused the good wife’s 
pride. She retorted: 

“It certainly was not dropped! | 
hit my old man on the arm with a 
broom stick!” 
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Pearl Shell Fans Stay Popular 


“Pearl shell fans will retain their popularity ; predominating effects 
in fine fans for the Fall will be black and white, and pure white. 
Liberal use of steel spangles and gold spangles will be seen.”’ 


(June 13, 1900) 


Light Brigade Memento 


“A Washington optician is exhibiting in his window a curiosity in 
the shape of a horn-rimmed monocle, with a cord attached, which was 
worn by Lord Cardigan when he led the charge of the Light Brigade 
at Balaclava.” 

(June 20, 1900) 


Trading Stamps Outlawed 


“The Anti-Trading Stamp Bill, introduced into the New York State 
Legislature at Albany by Assemblyman O’Connell, has been signed 
finally by Gov. Roosevelt.” 

(May 9, 1900) 


Summer Excursion Rates 


“The Merchants’ Association of New York have made application 
to all the railway associations throughout the country for reduced 
rates for the Summer, or for what is known as the Fall buying season.”’ 


(May 23, 1900) 


Ivory Sale at Antwerp 


“The second quarterly sale of 1900 of ivory at Antwerp was held 
on the 1st and 2nd of May. A total of 208,783 pounds was offered. 
Notwithstanding the exceptionally large amount of ivory put up for 
sale, the entire quantity was rapidly disposed of.” 

(July 4, 1900) 


Bribery Rampant 


“The Presbyterian Synod of Toronto issued a report on the trad- 
ing stamp question in part as follows: ... one good brother says ‘I 
gave up my grocery man because of his bribery in crockery. I left 
my butcher because he offered me trading stamps. I gave up my 
religious paper because of bribery with an elegant Bible.’ ”’ 

(May 16, 1900) 
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Portland, Oregon Notes 


“Frank A. Heitkemper, Portland, Ore., 
has been elected to represent Multno. 
mah County in the Oregon legislature. 
In 1889 he came to Portland to engage 
in the jewelry business with his father. 
For seven years he was a member of the 
Oregon National Guard and has al- 
ways taken a lively interest in Guard 
matters.” 


(July 25, 1900) 


Philadelphia Notes 


“Philadelphia jewelers beat their New 
York competitors by a mighty score 
(45-44) in the third annual baseball 
game held between New York and 
Philadelphia members of the Jewelers’ 
Club. The game was played on the 
grounds of the Philadelphia Athletic 
Club, at Wayne Junction. The effects 
of the hot sun were alleviated by glasses 
containing a yellowish liquid capped 
with a pure white foam.” 

(June 27, 1900) 


Chicago Notes 


“At the annual meeting of the Chicago 
Jewelers’ Assn., held June 19, the fol- 
lowing candidates were elected to serve 
the Association for the coming year. 
President, J. F. Talbot; vice president, 
Max Ellbogen; secretary and treasuret, 
M. Mead. Mr. Talbot is manager here 
for the Dennison Mfg. Co.; Mr. Ellbo- 
gen is of the house of Stein & Ellbogen, 
and Mr. Mead is of the watch firm that 
bears his name.” 


(June 27, 1900) 


Detroit Notes 


“Jewelers of Detroit have had an ex- 
cellent week because of the Detroit 
Driving Club’s meet, which brought 
many notable strings here, and the prin- 
cipal horsemen from all over the 
country.” 


(July 25, 1900) 
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IN PRODUCTION FOR FALL 


A Preview Look 


At New Jewelry 


rm NEW ENGLAND 


As Seen at the May Showings 


In Providence, R. I. 





During May, manufacturing jewelers held ad- 





vance showings of their Fall lines at the Shera- 
ton Biltmore Hotel in Providence, Rhode Island. 
These showings were exclusively for wholesal- 
ers. Therefore, since retail jewelers could not 
. attnd this important preview, JC-K presents on 


. the following pages a pictorial presentation of 





some of the merchandise shown there. 





SEE FOLLOWING PAGES 








(Photo courtesy of Trijfari) 
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. Carl-Art, Inc., Providence, R. I., offers an 
phe selection of charm jewelry pieces, 
available in sterling silver and in 14K gold. 


2. Indian style cuff bracelet in 1!/." and 2!/," 
widths; plain or set with turquoise in light- 
weight metal. Retail price is $1.00. From the 
Frank L. Wilmarth Co., East Providence, R. |. 


. "The Bridal Pair" bracelet is highly pol- 
‘shed metal, retailing at $1.00. The bracelet 
has companion pieces: earrings, pins, neck- 
laces, etc. From Alice Jewelry of Providence. 


4. Flowing flexible snakechain necklace with 
delicate scroll and leaf effect. Earrings to 
match. Retail: $16.50, F. T. 1. From the Tara 
Division, Sperry Mfg. Co., Providence, R. |. 


5. Available in a wide variety of colors this 
bracelet comes in a Hamilton or rhodium fin- 
ish. Individually gift-boxed, it retails for 
$7.50. From Harwood Jewelry Co., Providence. 


6. Cuff links by Irons & Russell in I0K gold 
and genuine onyx. Available with Masonic, Elk 
and Shrine emblems. Keystone price is $39.00. 


7. This boxed bridal set features a mother of 
pearl bead rosary with hand-engraved sterling 
cross and center mounted on a sterling silver 
chain. $16.50, retail. From Catamore Jewelry. 
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|, This display unit holds 40 gold-filled, 


cultured pearl charms and 10 chains. Indi- 
vidual charms range from $3 to $15, Keystone. 
From Charles Rothman Co., Inc., Providence. 


2. A necklace and earring set in a two-tone 
gold finish combined with hand set crystals. 
The set is priced to retail for $8.95, plus 
tax. From Anthony Creations of Providence. 


3, Attached to lipstick tube container is a 
compact mirror and photo case. Container can 
take all standard sized lipsticks. Retails 
at $1. By American Mfg. Co., Cranston, R. 


4. "Initially Yours’ compact permits customer 
to dial any monogram from A to Z. Made of 





jewelers bronze, the retail price is $7.95. 
From the Zell Products Corp., Norwalk, Conn. 
5. Model #9722 cuff links and tie bar set is 3 


gold-plated and has simulated onyx stone and 
a rhinestone in the setting. $11.00, retail, 
F.T. |. By Ripley and Gowen, Attleboro, Mass. 


6. Designed for window and counter use, this 
"Cathedral" display unit features seven !0K 
gold crosses. Total cost: $73.80, Keystone. 
From the Philips Mfg. Co., of Brooklyn, N. Y. 
















by 
Philips 


CK GAD 





FOR DETAILED INFORMATION 


—on the items illustrated 
—on complete lines of companies 


—on nearest wholesale sources for above 


WRITE THE MANUFACTURERS TODAY 












































|. Authent’c Currier & Ives subjects repro- 
duced in miniature scenes are featured in new 
line of links and tie clips. $6 per set plus 
tax. Squire line of the Taunton Pearl Works. 


2. Chaste design features this man's genuine 
onyx sterling silver or gold-filled ring. It 
retails from $3.95 and up. The ring is manu- 


factured by Clark & Coombs Co., Providence. 


3. "Maraking,"’ a combination lighter and cig- 
arette case, is hand engraved and has three- 
tone gold finish. Suggested retail: $20, tax 
inc. From the Marathon Co., Attleboro, Mass. 


4. "Link-Nife" sets in plated finish retail 
at $5; in sterling silver, $10; and 1/20 gold 
filled, $12. Prices are Keystone. From Jewelry 
and Cutlery Novelty Co., North Attleboro. 


5. Men's jewelry set #023 has simulated ruby 
inset with enameled Masonic emblem. Made of 
1/20-12 K yellow gold filled quality, set is 
$16.50, Keystone. By J. J. White, Providence. 


6. The "Little Princess’ package serves as a 
display for locket-bracelet set and then as 
a purse. Retails at $6, plus tax. Available 
from L. S. Peterson Co., of North Attleboro. 
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|, No. C/1045 is a gold-filled picture frame- 
locket-bracelet combination; $13.20, retail, 
FE T. |. Other combinations also available. From 
Cheever, Tweedy & Co., of North Attleboro. 


2. Sterling silver men's jewelry; $19.80 for 
the set; $13.20 for cuff links only, and $8 
for tie slide. Prices include new 10% Federal 
Tax. Pitman & Keeler, Inc., Attloboro, Mass. 


3. Brooch and earring set has tailored feather 
design. Made of 1/20-12K gold filled, it 
is individually boxed retailing for $12.50, 
plus tax. From Van Dell Corp. of Providence. 


4, This man's "Woodland" watch band features 
wide expansion center and bold wood links. It 
retails at $12.95 in 1/20-12K gold-filled and 
$9.95 in stainless. Kestenman Bros. Mfg. Co. 


5. "Hide-a-way" photo watchband has a secret 
photo album in end of bracelet. Available in 
1/20-10K gold filled and stainless steel. By 
Watchbands Inc., of North Attleboro, Mass. 


6. “Ident-O-Ring” is available with rhodium 
links and plaques and stainless backs. It re- 
tails for $.98; with sterling plaque, retails 
for $1.50. From J. M. Hall Co. of Providence. 


FOR DETAILED Ih INFORMATION 
aon the items illustrated 


on complete lines of companies ‘ 
| on nearest wholesale sources fr above 


| WRITE THE E MANUFACTURERS TODAY 


~ 
ae 


Ti 


et acid <: 4 BE 








FOR JUNE, 1954 

















wea, 





Reading clockwise: 


Four Speidel watchbands: ‘Buttons & Bows," $10.95; 
"Touch of Spring,"’ $12.95; "Touch of the Moon,’ 
$12.95; and “Whirlpool,” $10.95. These prices are 
retail, FTI. Each band is 1/20-10K gold filled. 


This filagree ensemble includes earrings and match- 
ing disc. Large plain centers suitable for engrav- 
ing. Earrings, $6.50; disc, $4.50, plus tax. Made 
by Everfine Jewelry Mfg. Co., of Providence. 


The Hawyard Co., Attleboro, introduces a new line 
of ladies' jewelry called "Suzanne." Most pieces 
available in matching sets of earrings, bracelet, 
choker and cuff links; all yellow gold finished. 


Three-piece bone china set shaped like the Swedish 
lamp of knowledge; available in a variety of 
colors. The three-piece set is priced to retail 
for $15. From Evans Case Co., of North Attleboro. 
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FOR DETAILED INFORMATION 


—on the items illustrated 
—on complete lines of companies 


—on nearest wholesale sources for above 


WRITE THE MANUFACTURERS TODAY 
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Get your full share 
of sales with the 
new wide bracelet 
style trend. Show 
the many new 
BARROWS brace- 
lets for greater Fall 
sales .. . in Gold 
Filled and Sterling 
—plain, engine 
turned engraved 
and chased designs. 
Ask your whole- 
saler. 





SE -... . La du goa eae eeies ....$10.00 

ie wee ee ee ad $6.00 

H. F. BARROWS CO. 3 Lustrous Onyx with Rhinestone mounted on 

N. ATTLEBORO openwork setting in I8Kt. gold plated finish. 
— RIPLEY & GOWEN CO., Inc. Attleboro, Mass. 


: » NEW IER Cuff Links 


In 10K Gold and Genuine Onyx 





Finely made in 10K gold 
and genuine onyx, these < 
new I&R cuff links are ie 
available with Elk, Me 
Masonic or Shrine em- 
blems. Beautifully pack- 
aged in snake skin gift 
box. 





Baten 


PHOTO LINKS 
by PITMAN & KEELER 


Be a leader in your community. Show photo-links to the ladies, 
advertise them, and they'll thank you for the idea. Men, too, Jike 
this novel way of carrying, and showing, pictures of their loved 
ones. Sterling Silver — $11.50 F.T.1. At wholesalers. PROVIDENCE, RHODE ISLAND 


PITMAN & KEELER INC., Attleboro, Mass. | Emblems Since 1861 through = 


IRONS & RUSSELL COMPANY 





your wholesaler 





AN AUTOMADE cHain FOR EVERY PURPOSE 


) PW Zell tole) (mala 
" Sterling Silver 
_1/20-12K Gold Filled 
9" 10K 14K 18K gx 


CHEEVER-TWEEDY 
QUALITY 


A gorgeous new line of brooch- a 
neck and earring combinations in \e 
Cheever-I weedy quality to retail 
at $6.00, handsomely boxed. 
Summer and winter finishes, 2 
and 3-tone, imitation crystals. 


























vv — . 
‘“ \ 
. 3 
3S 


CHEEVER, TWEEDY & CO., INC., North Attleboro, Mass. 
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The beautiful new Schwanke-Kasten salon is located on a mezzanine floor. 


MODERNIZATION 


by BILL NICHOL 


Schwanke-Kasten, Milwaukee jewelry firm 


Moves Up in the World 


I. Is indeed a highly rare occurrence when 
an established retailer surrenders an ideal ground-floor 
location to move across the street—and up-a-flight! 

While William H. Schwanke, head of the 55-year-old 
Milwaukee firm of Schwanke-Kasten, did not intention- 
ally create the mystery which was started by the move, 
he has done little to eliminate various impressions of 
fellow jewelers. 


Amid an elegant continental at- 
mosphere, all business is trans- 
acted with both the customer and 
salesman seated. Merchandise is 
kept in glass-covered counters. 


As matters stand, there are three distinct conclusions | 
which have been drawn, as a direct result of his firm’s 
recent move. One group maintains that to move upstairs | 
is a sign of a store’s downward trend. Another believes 
that impulse buying—brought into the store as a result | 
of window displays—is lost forever. While a third | 
faction, basing their opinion on a certain amount of 
experience, point out that the elite trade—the upper 


THE JEWELERS’ CIRCULAR-KEYSTONE 





we 


FIRST to perfect diamonds with the continu- 


ously polished girdle—Circle of Light’ diamonds. 


FIRST to establish and maintain a melee factory 


in the United States, 


FIRST to found a modern diamond cutting school 


in the Lnited States. 


FIRST to offer fabulous Jagersfontein (Jager 


‘Blue’) diamonds in quantity. 


FIRST in merchandise, offering the widest selec- 
tion, in all price ranges, direct from the 


manufacturer. 
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There's A First In Every Field... 


BAUMGOLD @®O2 97 3 9 
IS EIRST IN DIAMONDS 


BROS... INC. G2 Weet 67th Street, New Vork 36, N. ¥. 
$ ® \omeOn 
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There's A First In Every Field.. 


BAUMGOLD 93 979 9 9 
IS FIRST IN DIAMONDS 
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There’s a FIRST in every field... a 








IS FIRST IN DIAMONDS 





(ORK CHICAGO LOS ANGELES DALLAS 


fee “— ° 


Edison, Bell, Wright—names of the pioneers, 
firsts in their fields. In diamonds, one name 
stands out as first - Baumgold, world’s 
largest diamond cutters. 


Mere size does not create a “first.” Leader- 
ship comes from being first to develop new 
ways of manulacture, new ways to. train 
men, new ways to sell more coods. 


See how these firsts can help you sell more diamonds, coftact your nearest Baumgold office: 


BAUMGOLD BROS.. INC... 62 West 47th Street. New York 36. N. Y. 
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class—will refuse t. 6atroriize a second floor establish- 
nrent. 


However, a -visit to the new Schwanke-Kasten salon 
will quickly clear up an preconceived notions one might 
have. For here one will find one of the - ost modern, 
attractive stores in the country. 


The foundation of Schwanke’s success ‘as been built 
on hard work, years of experience, and a personality) 
which has endeared him to a type of clientele difficult 
to duplicate. His business philosophy revolves around 
offering quality merchandise, outstanding service and 
complete honest dealings with customers. 


RENT BOOST FORCES MOVE 


His old store at 331 East Wisconsin Ave. appeared 
to fulfill his life’s ambition. It was early last year, 
however, when he began to breathe a bit uneasily. With 
six months to go, he was tendered a new lease—with 
the annual rental upped to an unjustified amount. 
Taking inventory of the physical aspects of his store— 
which he had spent some $40,000 on improvements—left 
him with the feeling that the situation called for a de- 
cision upon which the future of his business would stand 


or fall. 


He then proceeded to ascertain what the possibilities 
were for space in the building across the street—on the 
mezzanine floor. He learned that sufficient space was 
available. 


Schwanke said he would make his new salon the talk 
of the trade, and from all indications he has done just 
that. 


Exclusively Yours magazine, a publication for the 
elite, seems to have caught the spirit of the new salon. 
They wrote, “Paris, London, New York have established 
themselves as centers of fashion in culture. clothes and 
jewels. The customers of Schwanke-Kasten Co. have 
added Milwaukee to that list.” 


Shown is a display of ster- 
ling hollowware, which is 
located in a corner of the 
new Schwanke-Kasten salon. 





Schwanke’s reputation stems from a series of actiyj. 
ties not too common within the jewelry industry. He has 
for years donated trophies for all sorts of sporting 
events, and has sponsored baseball, basketball and bow. 
ing teams, in addition to presentations to universities, 
Most recent in this connection, he gave to Concordia 
College a collection of gems mentioned in the bible. 
Some were genuine, others were synthetic. 

As is known in jewelry circles, De Beers Consolidate 
Mines, Ltd., assembled a replica collection of the world’s 
most famous diamonds. There are a limited number of 
these collections in existence, and Schwanke-Kasten takes 
pride in the ownership of one of them, which on extra 
special occasions is lent for display. The Home Show 
last year devoted an entire room to this brilliant exhibi. 
tion. 

Another display which brought his firm considerable 
publicity was when he secured the $35,000 Star of Ar- 
taban for his store window. He arranged to have the 
newspapers take a picture of one of Milwaukee’s society 
matrons inspecting the gem. 

At frequent intervals William Schwanke prepares a 
series of lecture tours, taking along an elaborate set of 
silverware or gems for the occasion. He has addressed 
college groups and numerous types of civic and social 
organizations. He has issued a standing invitation to 
these many groups to gather at his salon in connection 
with any subject bearing upon gems and jewelry. All 
of which has contributed to his reputation as an au- 
thority in the field. 

Of late, Schwanke has added a colored film to his 
lectures on the manufacture of flatware and hollowware. 
His participation in television shows recently, wherein 
he gave interesting facts and information about silver 
and gems. has also added lustre to his fame. 

He modestly points out, “The opportunities are 
there!” But Schwanke creates opportunities and capital- 
izes on them intelligently and effectively. 
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“| SHOWED THE STARS 
eT RETEST 


AND THE SALE WAS MADE” 
|_— 


The story is the same with alert retailers all over the country. Show the 
Srars—Linpe Man-Made Star Sappurres and Star Rusies—and 
shoppers become buyers. 

Now, more than ever, you can hitch your sales to the Srars. 


Today, there’s Srar jewelry for everyone—from daintily set rings up 


to magnificent multi-carat showpieces. Stars will appeal to your cus- 
tomers who demand the finest. 


DISTRIBUTED BY 


THEY'LL SHINE FOR 
YOU! Send for this colorful 
new display card. It’s free! 
Use it in your window... 
on your counter. And ask 
for the ever-expanding list 
of leading manufacturers 
who feature LinpE Srars. 


CHARLES F. WINSON, Gems MAX DURAFFOURG GEM COMPANY 
580 Fifth Avenue, New York 19, N. Y. 576 Fifth Avenue, New York 19, N. Y. 


LInDE is a registered trade-mark of Union Carbide and Carbon Corporation. 


FOR JUNE, 1954 
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WATCHES 


& 


A television offer of free lipstick attracted 
1200 ladies into the Best store during 2 days. 
This promotion resulted in several watch sales. 











The ‘Best? Way in Selling Watches 


Places Emphasis on Service Policy 


Worcs sales at Best’s Jewelry, in Kansas 
City, Missouri, have doubled since 1946 as a net result 
of skilled sales techniques and steady television adver- 
lising. 

Explaining that he is more concerned with turnover 
than markup in developing watch volume, Bud Downing, 
owner, described an eight foot showcase and wallcase 
watch setup as “our most important sphere of action next 
to the diamond department.” 

Despite the store’s location in a suburban business 
center, watch shoppers are drawn from all corners of the 
city and from surrounding towns. 





Store owner Bud Downing, above, believes in impressing pro- 
spective watch customers with the store's servicing policy. 
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by GRIER LOWRY 


“Our watch sales approach is a bit different,” states 
Downing. “First, before we even display a watch, our 
liberal attitude on service is explained fully. The cus- 
tomer is informed that we spent $3.18 on service work 
last year on each of the watches we sold. The customer 
is also told that even if a watch costs only $15, it carries 
the same guarantee as an expensive model.” 

“Instead of selling merchandise, our policy is to sell 
Best’s Jewelry,” he continued. “One-third of all the new 
watches sold are cleaned at no expense to the customer. 
The average new watch, the customer is reminded, isn’t 
new at all since it has probably spent some time in the 
factory, and has been on our shelves for a period of time. 
As a result, even new watches sometimes are a little 
dirty. In cleaning these watches free of charge, we em- 
phasize to watch prospects that a thorough job is done 
so that all dirt and dried-up oil are freed. 

“The proof of the value of this type of selling is 
demonstrated by the fact that one-third of all our new 
watch business has resulted from recommendations by 
satisfied customers.” 

The watch “goodwill” program also involves prompt, 
cheerful, refunds, even when the watch has an engraving 
on the back. Though personnel were definitely certain 
one particular customer wasn’t entitled to a refund, it 
was granted with a minimum of delay. Since then, this 
individual has sent in fifteen of his friends to the store. 

Watch sales personnel never push brand with cus- 
tomers, but lay stress on style features, so they will not 


(Please turn to page 93) 
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SK Order 1000—free! 
Or, order several thousand, 
and get your first thousand 
free. Enclose 75c for 
each additional thousand. 


These handsome new. two-color folders promote diamonds as 
eifts for anniversaries, birthdays, and other important occasions. 
They’re offered free .. . to help you sell. . . as part of the 


all-out diamond advertising and promotion effort. 


With broad appeal to men and women in every age group, they 


give important facts about diamonds, invite customers into your store. 


They’re sized for bill enclosure use, and counter distribution, 

and space is provided for you to imprint your name and address. 
Order 1000—/free! Enclose 75c for each additional thousand... . 
Order from Diamond Promotion Department, The 


Reuben H. Donnelley Corp., 305 E. 45th St., New York 17, N. Y. 


fie in with the all-out promotion— 


keep diamond sales coming your way 


De Beers Consolidated 


FOR JUNE, 1954 





F000 folders to give 






or mail to your customers 
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by BERT GOLDRATH 











: Note the French-type appointments—gilded showcases and upholstered chairs. 





A Bit of Paris 
In California... 








: 
t 
: 


Here’s an unusual store with a true 
Parisian atmosphere. French styling 
is further added by keeping an im- 


ported French poodle on the premises. 





eine a distinctive store of truly Pa- Customers often remark that visiting the Randolph store reminds 
risian atmosphere in sunny California is the accomplish- them of stores they have seen on the Champs Elysee in Paris. 
ment of jeweler Georges Randolph of San Mateo. The 
store is also a highly successful enterprise and owes much 
of its business to its distinctive atmosphere and reputa- 
tion. Randolph’s, as the store is named, is one of the 
few conspicuously French type of establishments of its 
style in the United States. 

Randolph has avoided flamboyant showmanship and 
has sought to establish the subtle atmosphere of the bet- 
ter class shops along the wide boulevards of Paris. The 
wall-to-wall carpeting is soft, rich and deep. The cut 
glass chandeliers run the entire length of the store. The 
light walnut showcases are embellished with the proper 
amount of gilt ornamentation so that they are not osten- 
tatious, and customers’ chairs before the cases are deli- 
cate furniture upholstered in needle point. A big, gilded 
French clock looks down from behind the counter. The 
entire decor reflects the artistic background of jeweler 
Randolph. 

French styling is carried over into the merchandise, 
(Please turn to page 91) wears a hat similar to that of his friend, Maurice Chevalier. 
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A most appropriate birthstone for people born 
in the summer month of July is the ruby. This, 
because the deep red color of ruby seems to be 
symbolic of summertime. 

Within the ruby, men of ancient times saw fire— 
a flame everlasting and inextinguishable. They 
believed that if dropped in water, the ruby would 
cause the water to boil. Even the poet Rudyard 
Kipling, captivated by the ruby’s beauty, was 
moved to write, “And they were stronger hands 
than mine, That digged the ruby from the earth, 
More cunning brains that made it worth, The large 
desire of a king!” 

Signifying “‘contentment,” the ruby is a very 
hard and durable stone, surpassed only by the 
diamond. The transparent variety is faceted in the 
emerald, cushion and round cuttings. The star 
stones are always cut cabachon. 

It is available in natural or synthetic ruby. 





BIRTHSTONE 








A Display 
of Ruby 


Bright colored rubies are displayed 
on a fan-like pad, covered in pale 
green silk. Another fan—this one of 
pale green paper carries the hand-let- 
tered copy about the July birthstone. 
Flower heads are scattered on window 
background and floor. Small artificial 
leaves are used to decorate a few 
single ring pads. 
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PROFIT-MINDED JEWELERS! 
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DASON helps you 
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Fig. |. Loose, waterworn pebbles of Ceylon sapphires, freed from the rock by 
weathering and concentrated in stream beds by their weight and indestructibility. 
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Fig. 2. Corrosion often destroys the original shapes 
of perfect crystals, creating unusual sculpture-like 
figures. (Crystal from Inter-Ocean Trading Company.) 


How the gem minerals are formed, where they are found and why they are so 
rare — this is important information the alert jeweler should have at his 


finger tips. It will help him explain to his customers why gems cost so much. 


Part V 





W. have seen, in earlier articles of this 
series, how most mineral deposits originally form; with 
crystals separating as solid substances from rising hot 
solutions or from molten lavas. Among such mineral 
formations are found most of our gemstones. The con- 
ditions responsible for them blanket the whole geological 
range of possibilities. Some (diamonds) crystallized 
while molten rock was cooling and becoming solid; some 
(aquamarines, tourmalines and topaz) formed in the 
crevices into which the last vestiges of the original cool- 
ing liquid leaked away, as it was squeezed out of the 
growing crystal mesh of mica, feldspar and quartz (the 
forming granite); and some crystallized like sugar or 
salt from a solution which represented a hot watery frac- 
tion that had traveled far from the original molten stone. 

Since all of these events took place some distance be- 
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by DR. FREDERICK H, POUGH 


neath the earth’s surface (and many millions of years 
ago), we haven’t seen many gem minerals forming, nor 
can we hope that the earth will renew its warehouse at 
a rate that will do man any good. What we have now, 
together with what remains in the mines, is all that we 
are ever going to have. The imminent exhaustion of 
many mineral deposits, of gemstones as well as of oil 
and the metals, is the best reason why the jeweler should 
take a more active interest in modern scientific develop- 
ments. They now include the fabrication of new mineral 
materials with unusual properties that give them attrac- 
tive jewelry prospects and new treatments of older 
natural stones, like diamonds and amethyst quartz, to 


(Please turn to page 76) 
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by WINIFRED PARKER 


r 

- is a new wave of fashion interest 
in pearl jewelry, a definite fashion trend, that should 
mean a substantial increase in jewelry sales for retail 
jewelers—if they will get busy with some fashion sell- 
ing! A large department store in New’ York City re- 
cently reported pearl jewelry to be among the hottest 
selling items of the season. This. report, however, fol- 
lowed dramatic full page advertising by this same store, 





Cultured pearl earrings in 14K gold 
settings by Leys Christie & Co. Hoop 
earrings, $60; cluster buttons, $100: 
drop earrings, $200; drop earrings 
featuring single cultured pearl’ en- 
circled with diamond brilliants is 
$880. All these prices are Keystone. 


South Sea cultured pearls in platinum 
mountings and set with 26 round dia- 
monds, 6 pear shapes, and 36 tapered 
baguettes, from Imperial Pearl Syndi- 
cate. Priced to retail for $7,500. 








The Fashion World is 


There is a definite fashion trend for pearl] jewelry, 
a trend which can be capitalized on successfully by 
alert retail jewelers. There are many selling ad. 


vantages on the jeweler’s side of the pearl ledger, 


proclaiming the return of pearls as an important sum. 
mer fashion. 

A department store ad does not draw customers into 
a jewelry store! And pearls certainly are more than a 
summer fashion fad! Jewelers should be prepared to 
meet this kind of department store competition by doing 
some strong fashion selling of their own. Let’s look at 
the advantages on the jeweler’s side of the pearl ledger. 





Cultured pearl rings in modern 
abstract setting of 14K gold by 
Byard F. Brogan, Philadelphia. 
Prices start at $45, Keystone- 


the Retail Jeweler's Oyster... 





Twin oriental pearl necklace, with 150 pearls, $28,000. The twin 
black and white oriental pearl ring, $850. The oriental pearl and 
diamond earrings, $1800. The pear-shaped pearl scarf pin is $500. 
All these prices are Keystone. From Jerome Richheimer, New York 


(1) There is a definite fashion trend toward pear! 
jewelry. 

(2) Jeweler’s have the advantage of a_ prestige 
fashion position in the pearl market; pearls necessarily 
seem to be more desirable when they come from The 
Jeweler. 

(3) There is a superb selection of new jewelry de- 
signs by leading pearl houses and most of it is sold 
exclusively to retail jewelers. A few of the current de- 
signs are shown in photographs on these pages. 

(4) There is excellent fashion material on hand for 
prestige fashion promotions. 

The following paragraphs will explain the growing 
fashion interest in pearl jewelry and will give you an 
idea of how a French lady, named Chanel, can help 
American retail jewelers to sell more pearls in every 
price bracket—oriental, cultured, or simulated—if they 
will work at it! This is a fashion idea. It is right. It 
is timely. It will pay off! 

Chanel is one of the best known names in the world 
of fashion, and to the general public. Whether people 
have ever seen Chanel’s famous clothes or not, almost 
every one is aware of her famous perfume, “Chanel # 5” 
for it is sold throughout the United States. And thou- 
sands of our servicemen, passing through France and 
other parts of the world where French perfume is sold, 
have sent home to their girls these famous bottles of 


FOR JUNE, 1954 


Oriental pearl brooch laced with ribbon of dia- 
monds in platinum setting, $3000. Oriental pear! 
ring in platinum setting, $3000. Ring featuring 
twin oriental pearls in diamond and platinum set- 
ting, $2500. Keystone prices. From Maybaum Bros. 





liquid, marked starkly “Chanel # 5” as the most fra- 
grant treasure to be found. 

This season, after an absence of almost twenty years, 
Chanel re-entered the world of clothes design. Without 
going into all of the ramifications which this created 
in the fashion world, and what a challenge it was to such 
established names as Dior, Balenciaga, and Fath, we'll 
concentrate on just one angle—Chanel’s influence on 
the pearl market. 

Chanel has always loved pearls. It has been her 
custom to wear ropes and ropes of them wrapped about 
her throat, precious, lovely oriental pearls; and some- 
times, with complete abandon, she has mixed them helter 
skelter with ropes of imitation jewels. Chanel has worn 
pearls so lavishly and so constantly that they have be- 
come almost her trade-mark. 

Naturally, when the French Couture realized that 
Chanel was back in the great competitive fashion race, 
they anticipated a revival of the long ropes of pearls 
which she endorsed during the twenties. Naturally. 
they did not intend to be outdone! Naturally, several 
important Paris houses brought out their own versions 
of long necklaces; lariat chains, sautoirs, ropes of 
colored beads, and ropes of pearls. And most natural of 
all, with all of this Paris fashion power behind this par- 
ticular jewelry style, there has been an upsurge of con- 

(Continued on following page) 
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The Fashion World... 









sumer interest in pearl jewelry. 

At this moment, the fashion world is the jeweler’s 
ovster! The great consumer market has already been 
softened to a new trend for pearls by top-flight consumer 
fashion magazines. How much of this market will 
our jewelers relinquish to promotionally alert depart- 
ment stores? How strongly will jewelers get behind 
this stepped-up tempo of interest in pearl jewelry and 
promote it to their own financial advantage in local 





(Please turn to page 89) 
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Simulated pearls in 60 inch length, created 
It is priced to retail for $5. 


by Marvella. 








Simulated baroque pearls are set in delicate 
open-work gold-colored patterns and accented 
with rhinestones in this Coro ensemble. Differ- 
ent motifs distinguish necklaces. $2 each, retail. 





metal 


Ropes and ropes of simulated pearls by Trifari—in 
variety of lengths and prices; 60 inch rope, $20; 90 in. 
rope, $33; and 120 in. rope, $40. Prices are Keystone. 





“Queen Mab" design by L. Heller & Son com- 
bines simulated pearls set in gold-plated 
set with rhinestone. Retail: $18.50. 


An ensemble of simulated pearls combined 
with crystal-like cubes by Volupte. Key- 
stone prices for necklace, bracelet, and 
earrings: $10, $8, $12.50, respectively. 
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*K Nationally Recognized Authorities in diamond merchandising 
can help YOU make the most of today’s opportunities, 
so why tackle the job alone? This is no time for wasted effort. 
: Conditions demand careful study and prudent planning. 
: Better merchandising is the answer. Ask us to prove why we say: 
“If you're not buying loose diamonds, you're selling too hard!” 
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Problems of novice photographers get a sympathetic ear from jeweler Roy 


Additional Profits from 


A FULL-SCALED photography department, 
composed of a diversified galaxy of specialized services, 
pays off in profits and traffic at the Roy Anderson 
jewelry store, Kirksville, Missouri. 

“Tie-in between camera goods and jewelry is natural 
and easy,” says Roy Anderson, owner. “It is not at all 
unusual to observe a dozen customers, waiting on photo- 
finishing work, viewing merchandise in our jewelry 
showcases.” 

The Missouri jeweler believes it is important to merge 
(not isolate) extra line departments so they become an 
integral part of the physical layout. This policy, he 
believes, insures top exposure of sideline traffic to 
jewelry lines. 

A 10-foot wallcase containing a wide variety of 
camera items is fronted by a show case filled with men’s 
and ladies’ rings. Merchandise in this case seldom fails 
to catch the attention of the camera customers at Ander- 
son’s. As a result, sales to these customers represent a 
substantial portion of the total ring volume. 

Keyed to the needs of both amateurs and professionals. 
the camera inventory stresses a large variety of items to 
make the appeal broad. Attachments, darkroom acces- 
sories, filters, flashbulbs plus a sizable selection of expen- 
sive and lower-priced movie and still cameras are in- 
cluded in the varied inventory. 

Stationed just inside the full-vision, angled front, 
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PROMOTION 





by GRIER LOWRY 





Anderson. 


Extra Lines 


where there is complete visibility to pedestrian traffic, is 

a 5-foot table which is utilized for spot displays of 

camera items aimed at seasonal and other promotions. 

Changed weekly, this attractively presented display 

features the use of legible and quickly grasped informa- 
(Please turn to page 88) 














A five-foot table, placed near store entrance, has proved io 
be a star salesman for Roy Anderson's photography department. 
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for those who desire the finest. 





A magnificent collection of specially 
priced platinum and diamond watches 


il with guaranteed jewelled movements. 


Available on consignment for 


your special requirements. 





Raymond. Abrahams 
551 Fifth Avenue, New York 17, N.Y. VAnderbilt 6-0457 
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For this fashion jewelry display Louis Hoffman borrowed a mannikin and dress from an apparel shop. 


Using Borrowed ‘Props’ from Other Merchants | 





N EW ways and means of gaining added 
attention for window displays are something every 
jewelry store owner would like to know. 

Hoffman & Son, located on the ground floor of Rock- 
ford Trust Building, Rockford, Illinois, has found the 
answer. One day a salesman suggested to Louis Hoffman, 
store owner, the idea of borrowing a violin and bow from 
a music store and putting it in the window along with a 
display of watches. Thus, the beauty of fine music with 
the beauty of fine watches could be linked together. 

Hoffman accepted the suggestion and went ahead and 
created such a display. A card lettered, “A Symphony 
of Time—Conducted by Hoffman & Son,” was placed in 
the window beside the violin. In a display, arranged like 
miniature steps, watches in satin-lined boxes were shown. 
The unusual window trim “stopped pedestrians in their 
tracks” and brought much comment from customers, 
Hoffman stated. 

Well, once the “borrowing” habit was started, he 
consulted fellow merchants in the community for prop 
ideas. His next loan was from a furrier. 

A black persian lamb pelt was placed in a costume 
jewelry display. Jewelry pieces were set against the deep 
black of the fur. A sign read, “Try them on your lamb.” 
A small card credited the furrier with the loan of the fur. 

Later, a waist length mannikin and an all-black dress 


(Please turn to page 93) 
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by HENRY HUFF 
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To create the above "Symphony of Time" display, this Rockford, Ill. & 
jeweler borrowed a violin and bow from a neighboring music store. © 
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Luggage Fits into 


The Jeweler’s Selling Picture 


a fits almost as well as silver into the 
merchandising pattern of the retail jeweler, according to 
Irving Chayken, owner of Armstrong's Jewelers, Ham- 
mond, Indiana. Luggage is also bought in a pattern 
similar to silverware purchases. 

Chayken felt qualified to make this statement after ap- 
proximately a year’s experience in the sale of luggage, 
following the reopening of his store after an extensive 
remodeling and modernization program. Luggage has 
fit well into plans for diversifying his store’s merchandise 
as much as possible. His experience has convinced him 
that a wide variety of merchandise is an important asset 
in keeping customer accounts active. 

The Hammond jeweler states his conviction quite 
frankly: 

“There comes a time when the members of the average 
family have bought all of the conventional jewelry items 
they need.” 

For the average family among Chayken’s clientele, 
major purchases of merchandise which are purely jewelry 
in nature end with the completion of the family silver- 
ware set. The store is located in the highly industrial 
Calumet region of northwestern Indiana. The bulk of 
Chayken’s customers come from nearby steel mills, in- 
dustrial plants or oil refineries. By the time they have 
bought all the silverware they want, the average Calumet 
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Bulk of luggage display is in basement salesroom. At right, Irving Chayken, store owner. 
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by BEN KRUSE 


family has also accumulated whatever it can afford in 
diamonds and rings. The store does a big business among 
older family folk who have gotten into the habit of shop- 
ping at Armstrong’s—purchasing appliances, dinnerware, 
handbags, wallets, perfumes and other similar items when 
they weren't in the market for jewelry. 

This clientele situation offers a good example, Chayken 
feels, of how the sale of related, non-jewelry items helps 
keep a customer’s confidence and interest between jewelry 
purchases. He has observed any number of cases where 
he met a young man or woman while he or she was still 
in high school. Very often, his first major sale has been 
a watch given to the youngster by his parents on gradua- 
tion from high schoo!. The store also does a big busi- 
ness in selling watches directly to school graduates. 
After high school, there were occasional sales of costume 
jewelry and other trinkets. Then the typical young man 
became interested in a ladies’ wrist watch, a diamond 
engagement ring, or both, before being married. 

Either just before, or shortly after the wedding, typical 
young customers arrange for the purchase of their silver- 
ware. Whether they buy sterling or plate, they almost 
inevitably begin with a starter set which forms the nu- 


(Please turn to page 90) 
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How a Pocket Watch Becomes a Clock 


George S. Hagstoz, Riverton, N. 
J., head of T. B. Hagstoz & Son, 
Philadelphia refiners, has had the 
idea for the past two years that far 
from all the old pocket watches were 
turned in during the “gold rush” of 
about 20 years ago when the govern- 
ment asked the American people to 
surrender its gold hoard. 

Believing many old curios were 
still at large in bureau drawers and 
attics, nine months ago Hagstoz 
came up with a miniature black 
walnut replica of the old time up- 
right mantel clock that could hold 
an old pocket watch for the “clock 
works.” 


Hagstoz heads a three-generation 
family business in the refining and 
assaying of precious metals in Phila- 
delphia. His collection of watches 
and curios includes old numbers 
with key winds, hunting cases, and 
old timepieces with handmade 
chains. 

Inspired by the old mantel clock 
at home, he made the first case for a 
valued watch of his own out of his 
grandfather’s original collection. The 
novel case became so popular with 
friends, he thought perhaps it might 
hold a similar appeal for jewelers. 

The wooden replica case is eight 
inches high and five inches wide, 
with the traditional glass panel front. 
The lower half of the glass is painted 
black and decorated with a stylized 
gilt scroll or floral design. The 
case back is a solid, hinged wooden 
door. It is but a moment’s work to 
pluck the pocket watch from its posi- 
tion in the case for winding or wear- 
ing. 

Inside the replica case, the watch 


Shown are several varieties of George Hagstoz' miniature clock case models—only 
eight inches high—with insets custom made to hold old-fashioned pocket watches. 


is held securely in the special inset 
opening to fit its face by a metal 
band across the back. This minia- 
ture case is also adaptable to receive 
the works of an eight-day traveling 
clock. if the pocket watch should 
be the hunting case type with a solid 
snap front, Hagstoz mounts the front 
on a strip of black velvet under the 
lower half of the glass panel of the 
wooden case in place of the gilt deco- 
ration on black paint. 

When he started to make his black 
walnut replica cases, he was con- 
vinced present owners of old pocket 
watches valued them too highly, if 
only as keepsakes, to dispose of 
them. He believed they would have 
liked to display these heirlooms, 
languishing in bureau drawers and 
safety deposit boxes, if there were 
some attractive way to do so. 

Now bent on a one-man campaign 


for the revival of the old watch 
grandpa loved to whisk out of his 
vest pocket, Hagstoz is sending out 
mail order advertisements through- 
out the East and orders are starting 
to come in. He doesn’t expect to 
maintain a large volume of produc- 
tion, however. The opening in each 
case must be custom made to fit the 
size of the pocket watch to be placed 
in it, though it can hold a watch of 
any thickness. 

He supplies the miniature clock 
cases through jewelers at an esti- 
mated retail price of about $15. In 
directing his production at the re- 
tail jeweler, Hagstoz was influenced 
by the belief that the jeweler selling 
his replica cases would thereby get 
the additional business involved in 
putting the old timepieces into work- 
ing order before they were fitted 
into the case insets. 











Geology for the Jeweler 


(From page 65) 


create colors that expand the jewelry spectrum. 
However, there is still another supply aspect of 
geology which is the concern of the jeweler and about 
which he should be informed, both because it will in- 
crease his appreciation of what he has, and because the 
same forces are responsible for the presence in his stock 
of a number of stones, and types of occurrences which 
have not already been covered. The geological process 
is known as weathering, and it is another of the funda- 
mental processes of nature to which he owes everything 
in his stock. Weathering is a change of rock resulting 


16 


from its exposure to air and to the accompanying tem- 
perature changes, the sun’s heat and the winter’s cold. 
Rock weathering is essential to life itself. Without it, 
and the air and the rain, there could be no more life 
on the earth than there is on the moon. 

In any geology book the manifold aspects of weather- 
ing require extended chapters of exposition and discus- 
sion. Interminable books have been written on the 
subject, one of the thickest, a learned work called A 
Treatise on Metamorphism (Van Hise) was chiefly 
valued, in the author’s college days, to raise one’s eye 
level to the top of the microscope. For much of such 
material is far too obvious and its effects are seen by the 
observant individual on every hand. Weathering, like 
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Inspirations from the Jewelry Designers Guild 


This is the fourth presentation | 
of designs created by the Jewelry 
Designers Guild, 74 W. 46 S ” 
N. Y. Inquiries are invited by thea 
Guild for special order designs, 


DESIGN NO. |. A pair of ear, 


rings made in a spray burst ef. — 


fect. | 

DESIGN NO. 2. A modern en. — 
gagement ring made of platinum © 
and containing one large center © 
diamond, and set in a baguette © 
diamond mounting. g 

DESIGN NO. 3. Similar to de. © 
sign No. |, this diamond platinum ~ 
choker contains baguettes and © 
round diamonds in a spray burst | 
effect. : 

DESIGN NO. 4. Another modern © 
engagement ring made of plati- © 
num, containing one large center | 
diamond, in a Tiffany prong set- © 
ting, with baguette and round | 
diamonds in the shank. , 





the “laws” of economics, is a fact of life; one doesn’t 
feel that he has to go to some professor to learn about 
it. Nevertheless, the professors often turn up _inter- 
relationships which have not occurred to the individual, 
but which he will immediately see when their signifi- 
cance is called to his attention. 

Weathering breaks up the rocks and wears away the 
mountain tops, it carries the debris away to some lower 
place and spreads it out on the floors of seas and oceans. 
Eventually, as a part of the same process, it effects upon 
crustal pressures permits the debris layers to be lifted 
again, where they form dry land, and it shifts mountains 
and seas about. The effects of weathering do just about 
everything one can think of to the earth. For an appre- 
ciation of those effects, one would suggest a good book 
on geology. But for the jeweler, and for this series, 
there are still a few aspects which can appropriately be 
covered with a little more detail. 

The first thing we can think about is the debt we owe 
to weathering for bringing to the surface of the earth 
the gem and ore minerals, and thus making them avail- 
able to us. After all, if it weren’t for weathering they 
would still be down where they formed, several miles 
under the surface, and several (less two—are deepest 
mine) miles below any level that we might want to go to 
mine for them. The slow disintegration of the overlying 
rocks through weathering’s oxidation, carbonation, hy- 
dration, solution and fragmentation, has been assisted 
by the constant removal of the loosened grains by rain 
runoff. The result is that rocks which now outcrop on 
many parts of the earth were, at one time, deeply buried. 
Other sections of the earth are mantled by layers of sec- 
ondary sedimentary rocks which have been formed 
from the fragments of the earlier rock. Most of the 
Midwest, for example, is underlaid by thick beds of 
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sandstone, mud, or limestone, and we have no idea of | 
what might be found in the cooled crystallized rocks that — 
lie under the sediments. : 

Elsewhere, in hillier regions as a rule, we have, sticking ~ 
out, the crystalline rocks that supplied from their former 7 
covering, the fragments that have been spread out over a © 
sea floor to make those sedimentary beds. In the moun- = 
tain regions, several miles of overlying stone may have © 
crumbled away, over a period of millions of years. Ore 
veins, gemstone deposits, and granite that originally | 
formed several miles beneath a surface are now exposed | 
to the air. If they hadn’t been uncovered by all this | 
weathering, we wouldn’t know about them at all. Deep 
down under the sedimentary rocks that now underlie | 
Ohio there are probably valuable deposits of tin, tungs- 7 
ten and uranium, but there they will stay, unsought and — 
unknown, buried beneath the rubble of ancient worn- | 
off Pennsylvania mountains. It is only in higher regions, | 
in places that have been eroded deeply, that we can mine | 
such metals. Much the greater area of the continents is | 
crusted with more or less recent sedimentary rocks in | 
which few valuable minerals other than coal or oil will = 
be found. 

The ways in which the effects of the atmosphere on ~ 
the rocks are destructive are also worth thinking about | 
a little. The predominant primary minerals, if we may ~ 
so term them, are those of granite, and of basalt, the ~ 
common black rock that was once molten and which rose | 
from the depths to pour out on the earth’s surface from | 
volcanic vents. The primary minerals, then, are quartz, | 
feldspar, mica and some of the black silicates. The | 
elements of feldspar and the dark silicates are not espe- | 
cially tightly bonded, unlike quartz, and under the | 
changed conditions that exist on the surface of the earth | 
they break down; for they were formed in an environ 7 
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ment of high temperatures and pressures. 

The clay minerals, however, are not too unlike the 
feldspars in composition, with a few molecules of water 
added and the clays are among the most indestructible 
substances in a place where water, oxygen, and carbon 
dioxide are abundant. When feldspar breaks down some 
of it, the silica of “quartz” part of it, will partly dis- 
solve in the water that is seeping through the ground. 
Feldspar’s alumina, with the rest of the silica, forms 
clay, while most of the potassium and sodium go into 
solution along with the silica. Soil, in which plants 
grow, is largely that clay, enriched with the various 
impurities that were originally in the rock, along with 
other elements that came from the seeping water and 
even from the sky. 

In a perfectly level place underlaid by a flat layer of 
granite, the soil skin would slowly grow thicker and 
thicker, while the partial solution and removal of some 
elements would make the land level slowly sink. How- 
ever, if the land were not completely level, the falling 
rain would soon find its way to a channel and run 
rapidly away. In its flight it would carry along some 
of the solid fragments that had become loosened by the 
slow breakdown of the feldspar and dark minerals into 
clay. Suspended in the water would go a sludge of mud 
and, unseen, would be the elements that had dissolved 
in the ubiquitous water. The removal of material by 
running water would make the lowering of the land level 
much more rapid, and continuously expose fresh rock 
to the atmospheric attack. 

As we have seen, some of the metals which occur in 























the rocks, like platinum and gold, are not attacked hy, 
the weathering processes of the air. So, while the 
“eternal” rocks that enclose them are slowly decom. 
posing, the inert metals remain aloof from the battle, 
and in time find themselves set free as the rocks cop. 
fining them crumble to dust. The running water urges 
them on to lower levels, but they are so much larger 
in size and heavier than the bits of sand and mud that 
come from the quartz and feldspar grains that they lag 
behind the lighter minerals in the downhill journey to 
the sea. The gold gradually accumulates as time goes 
on, as the flakes are joined by others freed from rock 
that originally lay feet below the level at which the first. 
freed gold occurred. Eventually, one small stream bed 
may be filled with the accumulated gold grains from 
several hundred feet of rock. Gold (and diamond) 
deposits formed in this way are known as placers. While 
the gold in the floor of a stream bed may be abundant 
and well worth recovering, that does not mean that the 
remaining, unweathered, gold-bearing rock would repay 
the effort of crushing and washing for its sparsely scat- 
tered gold. Such a gold region would be wholely 
exhausted as soon as all the sand and gravel on the 
valley floor had been dug through, and many millions 
of years would pass before the stream beds could be 
worked again. 

Several important gem deposits have formed in the 
same way, become valuable only as sparsely distributed 
gem crystals were concentrated by a process which re- 
moved a large part of the contamination. To a lesser 
degree the same effect is accomplished when weathering 
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The Tune That Amazed The World 


It was to be just another dual meet on the ancient Oxford University track 
last month. And then suddenly the official timekeeper “froze” his stop watch 
while the world looked on in wonder. 


A 25-year-old English medical student, had broken the heretofore impossible 
“‘four-minute mile’. His time of 3 minutes, 59 and four-tenths seconds 





establishes a new mark for future generations to aim at. 


Timing this new world’s record, as it has timed so many historic events of 
the past, was the world-renowned Omega watch. 


Omega is the only watch ever to receive the highest of all sports-timing honors, 
the distinguished Olympic Cross, for 22 years of Olympics timing. And when 
the Olympic Games are held again in 1956, Omega will be right back on the job. 


Truly, “when time decides the issue, Omega decides the time.” 
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THE WATCH THE WORLD HAS LEARNED TO TRUST 
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THE SAINT PAUL COMPANIES’ JEWELERS’ BLOCK POLICY 


ONLY the Jewelers’ Block Policy adapts itself to the 
many unique situations of your jewelry business. 
Block Insurance fills dangerous gaps left by separate 
and specific policies—gaps which leave many losses 
peculiar to the jewelry industry uncollectible. 


ONE POLICY does it—as simple as that, vet you have 
coverage unattainable with separate policies. This 
simplified, comprehensive protection can be yours 
with a Saint Paul Companies’ Jewelers’ Block Policy. 


SEE YOUR SAINT PAUL AGENT OR BROKER 
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San Francisco 6 


EASTERN DEPT. 
90 John Street 
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Branded Merchandise Featured 
by Basch’s Jewelers 


Typical of the display windows created throughout the year 

by Basch's Leading Jewelers, Cleveland, is this attractive 

window featuring a nationally known diamond ring line. 

Using a mass display technique, Basch's—Brand Name 

Jeweler of the year—effectively utilized the manufacturer's 
display material. 
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just softens the enclosing rock, and makes it easier to 
mine and crush. Both effects of weathering are found 
in worked gem sources. In Ceylon, “gem gravels” layer 
the floors of valleys, and line higher terraces which 
represent earlier base levels of the valley floor. The 
rivers which made the valleys and turned a high plain 
into a hilly landscape, concentrated the gem minerals in 
their beds, enriching with sapphires and other heavy 
minerals the gravels that covered the valley floor. The 
best known of the Ceylon gem deposits are concentra- 
tions of enriched stream gravels. Sand bars in the Mis 
souri River have been washed for sapphires that accumu- 
lated in the same way (Fig. 1). 

There is still a second sort of sedimentary concentra- 
tion of insoluble and very durable minerals. It can 
come about in another way, a way which does not re- 
quire any movement of gems by running water. In 
metal ore circles we would call this a lateritic deposit 
and it has a gemstone equivalent. Water transportation 
is involved, and it results in the removal of valueless 
material by natural means, but solution is even slower 
than stream concentration. 

Laterites are often ore deposits, that is, they can be 
worked for the recovery of a metal, at a profit. (An 
ore is not an ore unless it can be profitably worked.) 
Laterites form oxidized caps over the outcrops of metal 
sulphide veins, or above exposures of intrusive masses 
of alumina-rich rocks. A special sort of soil is produced, 
in place. by their breakdown under special weathering 
conditions. Iron sulphide beds and veins do not make 
acceptable ores of iron, for sulphur is objectionable in 
steel production, and its removal is costly. However, 
if Nature removes the sulphur free, by oxidizing 
(weathering) the iron sulphide then we have an iron 
oxide deposit, and that can be an ore. Similarly, silica- 
containing alumina minerals have no value as ores of 
aluminum. 

Under tropical weathering conditions high-alumina 
rocks tend to leach so that nearly all of their silica 1s 
dissolved in the percolating rain water, leaving just the 
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hydrated aluminum oxide behind. So we find bauxite 
ores in the Guianas, and in other places where weather- 
ing has extended deeply without much actual erosion of 
the surface. The aluminum ores in those places will be 
exhausted as soon as the bulldozers have scraped off 
those rocks down to the depth where weathering has not 
yet dissolved enough of the silica to transform it from 
just a high-alumina rock to bauxite. 


BURMESE RUBY DEPOSITS 


Such an enrichment effect cannot happen in gem- 
stones, for we want the original minerals unchanged. 
In effect, however, we have beneficiation of this type, in 
the Burmese ruby deposits, where the crystals are 
weathered but not waterworn. At that locality the ruby 
crystals are found sprinkled over the corroded top of an 
easily soluble rock matrix (a sort of marble), in which 
they originally formed. While the upper layers of the 
bed had been dissolving the rubies (accompanied by a 
few other resistant minerals like sapphires, danburite and 
scapolite) were freed, and their loose crystals have then 
settled along downwards on the surface of the slowly 
dissolving stone, scattered over its surface, at the bottom 
of a column of soil tens of feet in depth. The rubies are 
recovered by sinking a shaft in the field to the top of the 
bedrock. At its surface, tunnels are extended outwards 
in all directions as far as they can safely go. When the 
danger of their collapse becomes too great, the shaft is 
abandoned and another put down a few yards away. 
Much of the working has always been on this simple 





and primitive scale, and probably as many rubies are 
missed as are recovered. But the work has never really 
paid well, and machinery would cost so much that ye 
cannot expect that Burmese or Ceylonese gems will eye, 
be recovered in any much more efficient way. 
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Fig. 3 Quartz veins containing fresh crystals being dug 
in Brazil from soft weathered rock which encloses them. 


Lastly, among the work reducing, natural concentra- 
tion effects of weathering, we find simple decomposition 
of rock, with little actual removal of material. The 
tenacity of rock is an important factor in its mining 
costs. Deep weathering softens rock, and is most effec. 
tive in the tropics. A rich gemstone deposit lying in 
Brazil might be quite unworkable if it had formed in 
Canada, where weathering has extended only a very few 
feet. It is the depth of weathering in Brazilian and 
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at a reasonable price 


Heres a popular priced ring with a quality look...in 10K gold 
with 3 amethysts. The design is appealing, the craftsmanship 
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Certified Naomi Bealer 


and 1s authorized by the manufacturer to guarantee unconditionally and without time limit the jewelry 
findings produced by NAOMI. The manufacturer further agrees to replace any defective finding 
at no charge and guarantees that NAOMI findings are the product of skilled jewelry craftsmen. 
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Naomi s Certified Dealer Policy 


Is Your Insurance Policy 


When you buy from a Certified Naomi Material House or Wholesale Jeweler you can 
rest assured that you are getting quality findings, unconditionally 
guaranteed against defects of any kind. You know that you are choosing from the 
widest possible selection of ring guards and ring locks in the world. 


You can count on rapid delivery, prompt service, immediate attention to reorders. 


This is your insurance policy. This is why 
it pays to do business with a 
Certified Naomi Dealer. 


THESE ARE THE CERTIFIED NAOMI DEALERS: 














ALABAMA DELAWARE New Bedford..............+2000. Jeweler’s Service Cleveland.............cseeeeeeesees + 7 pean. 
SS a oncsesseewencn Blankinship-Porter Co. Wilmington.............. B. Kleitz & Bro. Co., Inc. Springfield.............eeeeeeees H. Klempner Co. Columbus so teeeeeeees AEX a Supply ~ 
ARIZONA DIST. OF COLUMBIA. . .Greenan Watch Supply Co. MICHIGAN rE §— ninth Toledo Jewelers Supply Co. 
PHOCMIK. 2020.0 2e eee ee cess enon Langert Bros. Co. FLORIDA . . kk hatriad dance onsl liarry Nest & Co. PENNSYLVANIA 
ET Guth bedbdnasessenndesnancedane  dnctdesesncncanss Hirsch Jewelers Supplies ~~ ape ee E. E. Fisher 
CALIFORNIA GEORGIA Ts is chetceuaainalual Julius Garon Co. = Philadeiphia........... American Watch Crystal Co. 
Los Angeles............ Eastern Wholesale Jewelers Atlanta............... Supreme Watch Material Co. wwissourt oo #2}. .©}3©§©§©§©§=©—©) 6 Philadeiphia......... ae a Supp! 7 & 
ss Angeles eeeaaeeee pacitic sevuinn & a ard ILLINOIS ciicinensnenaaies Cart R. Shaffer & CO. pittsburgh .....c.sceceee peeniencene nag A 
Los Angeles..............E. W. Reynolds Co., Inc. BEEEEESs tus Ae Aenaseahenss Art Watch Crystal Co. . ate... apuannnnees d5Na Gorge S. SSS SteOTE. «.<e-.cscececeeee- ea. Swigart Co. 
Los AMGEIES......- sss eeeeeeeeerees RT. smith mae ehimnethise Feinstein Ores. Amey. pete oe ee ence walle #5. Gegeich & Sen 
ihedessecenoonasdnabibantae t) \apexigleapieaiekmigkiehie beeen eee e eee ener eee een esas i 
aland piaes Guaranty Watch’ Material ; . Supply - ae -iaasaniamiaiie Henry Paulson & Co. Buffalo lie eee kanweie’ Niagara ney Se Corp. TENNESSEE 
EP rE Ee ttman Pee eee ee ’ 
Sacramento....... Strutz Watchmakers & —_ Sup. WERE... ccccccccccccees John Berkowitz & Sons Jamaica, L. }............ Craft oo ry = Co. Memphis .......0..ceeeeccceccceces Carter-Lowry 
| ORR peprererer The Janmar Co. Wichita..............c.00.. L. J. Pracht, Jr. & Co. New York City wate eee eeeeeeeeess eger & Dranoff +exas 
San Francisco............. Nordman & Aurich, Ine. LOUISIANA New York City........... :. 6 Scheuer Company ERIE ap ace Ben Gayman Co. 
San Francisco............. E. W. Reynolds Co., Inc. sew orleans Cobron Co New York City........... p ana] oh San Antonio............. B. M. Hammond to, Inc. 
San Francisco..........ccccee Williams & Petersen a eS. i. - New York City......... Tela-Time Watc A, -- qs. 
New Orleans...... Dixie Watchmakers’ Supply House ee RRR eB Mh a Har in Co. WASHINGTON 
COLORADO New Orleans...... New Orleans Jewelers Supply Co. Syracuse...... Fe nn eee es i wm. T. Hoyt Co. 
seed tebe ss sesennsneteudeane The Atlas Co. MARYLAND NORTH CAROLINA GOGTEM, oc ccccccccccccctesesssese Mayer B mi, Bes. 
VEE eee ences e eee ee nsec ees Tulper Watch Co. = Baitimore... ....-....---0e ee eeeee Crystal House Winston-Salem......... Fitall Watchmakers Supplies  Spokane..............ee0e- Maguire Supply 
Te United Tool & MateriaiCo. ASSACHUSETTS OHIO WISCONSIN 
CONNECTICUT ae dduuswidende sade C.W. Somers &Co. AKFON.... 02. eee ee eee Akron Jewelers Supply, Inc. MilWAUKE®.......+...++e+++e 000s Emil E. Beyer Co. 
New Haven................ Elen City Rtg. Jewelers  GesteR.....cccccccccccccteccccces Morris Strauss Cantom.............ceceeeees Harvey Jewelery Co. 


\ y ) f \ MR. RETAILER: NAOMI-LOK...the dou- 
! quality findings ble ring lock that works is now avail- 
able in the new EXTRA LARGE SIZE. 


ISLAND PARK, NEW YORK 





Write For Free Findings Catalog 


FOR JUNE ™ 
NE, 1954 85 








ZZ Kibddddlddddduddddsidddddldddubldsddddddddddddddddddddddddeyy 


Z 


































































The World’s Most Complete 
Selection of 
Technical and Sports 


TIMERS 














eth ett 


: For over 64 years Racine has been the 
foremost source for fine Timers and 


Chronographs. Write for the latest Racine 





catalog showing comprehensive choice of 
models for every timing purpose — to 


meet every budget requirement. 


* GUINAND TIMERS 
A GALLET TIMERS 





* GALLET CHRONOGRAPHS 


( tHroucH YOUR WHOLESALER} 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers—Since 1890 


20 WEST 47th STREET, NEW YORK 36. N.Y. 





86 














Madagascar pegmatites that helps to make them jm. 
portant sources of gemstones. The reason fine matrix 
specimens of Brazilian minerals are so rare is that many 
of the gemmy crystals are found loose in mud. Picks 
and shovels may be all that is needed for the mining 
operation, and crystal shattering blasts can be avoided. 
(Fig. 3.) 

When we think of the time that weathering has taken 
to mould the earth’s surface to its present configuration, 
and that our gem and metal supplies are the accumula. 
tion of the earth’s history (some of our diamonds are 
thought to be found, now, going through a second or 
third erosion cycle), it becomes evident that man js 
making withdrawals from the world’s gemstone bank 
much faster than Nature makes the deposits. Greater 
efficiency in mining and more mechanized methods 
would serve little purpose, for their introduction would 
only hasten the day when all the gem deposits would be 
exhausted. That day is not too far off, and we need not 
make any effort to hasten it; our children will surely 
be using many more synthetic stones than we do today, 

There are still other processes by which minerals form, 
and by which they become available to the jeweler. 
Some of them form as a result of weathering; that silica 
that goes into solution sometimes comes out again, but 
their growth is at least as slow as the formation of 
crystals in a cooling granite. It is only their total ages 
which is less; when we give an aquamarine or a tourma- 
line an age of hundreds of millions of years, we can 
only accord a carnelian or a turquoise a tenth as many. 
But fifty or five hundred million years are old in terms 
of man’s presence on earth, and to man the secondary 
gemstones are just as non-renewable as earth resources 
as if they were ten times as old. 





Cooperative Ad Program Aimed at 
Rural Residents 


Jonsma Jewelers, Jefferson, Iowa, is working with 
other merchants in a concerted advertising program to 
convince people of that rich agricultural area that Jeffer- 
son is the logical place for them to do their shopping. 

The merchants are publishing a full page ad once a 
month, which highlights the reasons why Jefferson has 
many advantages for the shopper. One recent ad showed 
a happy housewife holding a bag of groceries; the copy 
read, “Jefferson—a good place to live, to work, to shop. 

“How do you judge a town? By its schools... . its 
parks ... its hospital facilities . . . its streets and homes 

. its churches . . . clubs and lodges . . . youth organi- 
zations . . . its civic administrations. Everyone of these 
is important. But there’s another big factor in the stand- 
ing of a town—that’s the rating of its stores and mer- 
chants. Do they have what you want? Is it priced right? 

“Tt is easy and convenient for you to shop there? A 
store—like a town—either moves ahead or falls back. 
There’s no standing still for very long. These Jefferson 
merchants know that unless they can attract you with 
what they have to offer you'll go elsewhere. That’s why 
they are striving to meet your demands and provide the 
service you deserve. That’s why they are interested in 
you, your welfare and Jefferson’s program. So shop 
with them—buy from them. And keep an eye on Jeffer- 
son, the town that’s on the GROW.” 
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The Finest Diamond TV Films in the Country 





Now you can really put the sales-power of Lohengrin rings also portray: 
television to work for yourself because now, @® NEW GLO-BRITE MOUNTINGS that make 
for the first time, Lohengrin has produced diamonds appear larger and more brilliant. A 


‘ wane wonderful sales medium. 
films which capture the true brilliance of 


@ 
diamonds. These films are absolutely amaz- FINEST CRAFTED FINISH, coupled with tra 


ditional Lohengrin quality means truly satisfied 


ing, and have been produced to be used by customers. 

the retailer to increase diamond sales where- @ CONTROLLED MERCHANDISING PLAN. This 

ever they are shown. Simply write or phone exclusive Lohengrin plan enables you to carry 
: : , less inventory through our perpetual inventory 

us for FREE information and we will arrange system, This peeves plan hes been highly sue 

to show them to you with no obligation. cessful with largest jewelry chains. 











ohengrin *‘America’s Most Famous Name in Diamonds” FREE 


*Reg. U.S. Pat. Office 








to Lohengrin retailers— 

M America’s Finest 
J. Fiddelman 4 Son, Tie CER Ta Me LCL Newspaper Mat Service 
126 W. 46th Street, New York 19, New York devoted entirely to 


Formerly of England, Klein & Levy, Incorporated DIAMONDS 
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Profits from Extra Lines 


(From page 70) 
tive signs as a decorative come-on. Typical is a placard 
suggesting to customers “Record Holiday and Special 
Occasion Highlights.” This display unit is employed 
mainly to whet interest in the pleasures of picture 
taking and to boost sales of amateur supplies and inex- 
pensive cameras. 

Basically, the photo sales section consists of: 

1. A custom-finishing service. 

2. Retail sales section. 

3. Movie film sales and rental. 

4. Special quick-service finishing work for insurance 
companies of pictures of motorcar accidents, etc. 

>. A camera repair service. 

6. Direct service with the manufacturer on color film 
processing and printing. 

“More than 1200 persons visit our store every month 
for finishing work,” the jeweler stated. “High-quality 
finishing builds goodwill and promotes add-on purchases 
of photo equipment. 

“One of the beauties of operating a camera depart- 
ment,” he added, “is that the average person who buys 
a roll of film makes a minimum of five trips to your 
store. First, he buys the film, then brings it in for fin- 
ishing, then picks up the work, later on orders extra 
prints, and finally returns to pick up the extra prints. 
This succession of visits brings the customer in regular 
contact with both jewelry and photographic lines. 

“The route to the photo finishing station leads past 
watch, diamond and wedding ring display cases and by 
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Shrine Buttons 


Six distinctive palladium buttons 
illustrated include three partially 
paved with fine diamonds and three 
set with single diamonds. 


These Shrine buttons (and alll your 
other emblematic jewelry needs) 
feature the indelible stamp of quality 
craftsmanship when made by .. . 
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our party table which is arranged with settings of ching 
silverware and crystal.” : 

Specialized equipment in the 22 by 30 foot finishing 
laboratory includes an automatic film developer, contag 
and jumbo printers, enlarger, film and print washers 
and a large print dryer with a capacity of 1000 prints 
per hour. This operation is under the supervision of 
Jack Anderson, son of the store_owner. 

The skyrocketing volume on film-developing has forced 
the store to change its original plan of providing work 
on a 24-hour to a 2-day basis. A roll of film is developed 
for a dime plus 5 cents for extra prints. 

Outstanding among the new services introduced in the 
developing department is the preparation of Christmas 
and bride-and-groom folders illustrated with snapshots 
taken by the customers. 

Popular subject matter used in making the folders, 
priced at $3.50 for twenty-five, are pictures of the new 
baby, family groups, and exterior and interior shots 
of the new home. 

“The folder idea,” Anderson says, “helps spur sales | 
of all sorts of photographic supplies by providing an | 
extra opportunity to show items such as albums, frames [| 
and so on.” 

“There are two colleges in Kirksville,” he pointed out, | 
“and enrolled at both are a number of young married 
couples, with small children, who are far from families [ 
and friends. The Christmas folder is a big seller with ~ 
these couples since they can combine a greeting with a 
picture of themselves and their offspring.” 

“The bride-and-groom folder,” he said, “is used chiefly 
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as a thank-you missive for wedding gifts or to announce 
a wedding or an open house for a new home. The most 
effective method of selling it has been to display the 
folder to bride-elects and their mothers when they come 
in to make their glassware and silver selections. The 
folder plan is featured in stuffers inserted in envelopes 
containing finishing work. Counter placards and dis- 
plays of folder sty!es are also used to build sales.” 

A movie film sales and rental service is a recent 
addition. Travelogues, sports and cartoon subjects, in 
lively demand at parties, are rental headliners. Sales and 
rentals on travel film, produced by professional photog- 
raphers, have a beneficial impact on sales of projectors, 
movie cameras and related merchandise, according to 
Anderson. When people see the interesting travel film 
prepared by professionals, they are inspired to buy 
equipment and capture the highlights of their own vaca- 
tion excursions on film. 

Sales to members of local camera clubs, which result 
from the store’s cooperation with club instructors, are 
sizable. Cameras and darkroom equipment are also so!d 
to local colleges and high schools. 

A mail service on finishing and minor repair work 
on cameras (lens replacement, shutter repair, cleaning 
and installations of new mirrors and view finders) and 
box repair and general over-hauling play complemen- 
tary roles in the operation of the department. 

A sympathetic approach to customer problems is one 
of the strong points that has made the firm’s camera 
sales attack very successful. Personnel mix a liberal 
dash of human emotion in demonstrating to beginners 





the proper technique of loading a camera, how to space 
the subject in the view finder, use of filters and the type 
of film to use for various lighting conditions. 

“Amateurs are encouraged to bring in their prints,” 
the jeweler remarked, “so we can see the results and 
make suggestions for improvement.” 

Referrals of satisfied customers, the jeweler believes, 
is the most important factor in developing a large vol- 
ume photographic sales and finishing volume. Word-of- 
mouth recommendation, he says, surpasses newspaper 
advertising and other media as a volume builder. 

“Occasionally, ” he said, “as a reminder to the public 
of the variety of services we offer, we run a series of 
newspaper ads and radio announcements. Stuffers in 
store packages, which list prices and the two-day service, 
promote the finishing service.” 





The Fashion World 


(From page 68) 


newspaper advertisements, window displays, counter 
cards, radio commercial and TV spots! 

Prestige and incomparable loveliness should be the 
keynote of the jewelers message—no summer fashion 
fad for him! Following are a few suggestions that can 
be included in copy—after stressing present fashion im- 
portance: “A pearl of great price’ says the Bible, and 
throughout the centuries this precious evaluation of a 
fine pearl has never changed. 

Pearls are among the most beautiful jewels in exist- 
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ANNIVERSARIES - WEDDINGS - GRADUATIONS - BIRTHDAYS 
Suggest an attractive locket or charm bracelet for that 
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ence, and are considered the most beautiful by many Luggage Fits in the Picture 


discriminating people. (From page 74) 

Pearls are flattering to every woman's beauty—they dene of 9 collection which: they will baild up by pia: 
subtly enhance all types of complexion tones and hair chasing additional place settings or pieces as they are able. 
colors. It is in this characteristic of silverware sales that 

Pearls are in good taste decoratively for every age of Chayken finds his comparison between dinnerware and 
womanhood, from tiny baby girls to women in the final luggage. As is the case with silverware, luggage sales 
rich years of maturity. often begin with a nucleus which will eventually grow 

Pearls are in good fashion taste for every social into a larger set. Even in the first year during which he 
occasion, and can be worn during every hour of the handled luggage, Chayken had several experiences where 
day from dawn through dark. sales beginning with small suitcases or overnight bags 

Pearls, throughout history, have been favored by grew into $150 luggage sets. Like silverware or any 
beautiful women who move in the spotlight of world other conventional jewelry store item, luggage is pur. 
attention. A brief list includes Cleopatra, Helen of chased as a gift almost as often as for personal use. This 
Troy, Great Britain’s present Queen Elizabeth, America's gift potential, together with the fact that some articles of 
First Lady, Mrs. Eisenhower—and be sure to remember luggage are almost a prerequisite for every family, opens 
French fashion leader—Chanel! broad markets for the sale of this merchandise. 





On the basis of his first year’s experience, Chayken 
found, as he has with appliances, watches, rings, and 











” other merchandise, that nationally advertised lines sell 

Can You Top This? best. There was a marked increase in his luggage sales 

A young soldier purchased a lighter at Leeds Jewel- from the day he put in a nationally advertised light- 

ers, New York. Upon being asked what inscription weight luggage line. 
ne wanted engraved on it, he replied, “To my match- The bulk of the display space which Chayken devotes 
on eueay! " haias to luggage is in his basement salesroom, where he dis- 
rite us a note about your unusual business experience ° . 

(Literary style is unimportant). $5 will be paid for each plays electr ”" clocks, dinnerwar e, glassware and decora- 

story published. Address JC-K Editorial Dept. 100 E. tive accessories. As a leader in the seasons when luggage 
4 Z New York be 7, NICK = ge a is being featured, he uses sections of a window and often | 
a ecome property o “NK. eweter s name an oun ° ° , ° ° 
will be used in story unless request is made to omit it. a floor display directly inside the front door of the : 

store to attract attention tc his luggage department. Signs 
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attached to these displays announce that the store’s lug- 
gage department is downstairs. 

Chayken varies the amount of space devoted to show- 
ing luggage with the seasons. During the spring and early 
summer pre-vacation seasons, the major portion of the 
basement is taken up with luggage displays. As fall comes 
around, most of the luggage is withdrawn and the space 
is given over to dinnerware table settings, figurines and 
other decorative china. 

Chayken’s belief in the place of related merchandise in 
a jewelry store does not stop with luggage. His stock of 
dinnerware and china is extensive. His store also boasts 
selections of perfume, handbags, wallets, cameras, and 
assorted appliances ranging from electric irons to a few 
television sets. 

All this is part of the same plan of having a continuous 
assortment for his customers to take an interest in. As in 
any other matter regarding the retailer, the proof of 
Chayken’s theories and their effectiveness is in his sales. 
He points proudly to the fact that in the first year 
following the remodeling of Armstrong’s, it enjoyed the 
greatest volume in its 53-year history. 





A Bit of Paris 


(From page 64) 


too, all of which is strictly in the jewelry category. Ran- 
dolph’s sells no extra lines, its specialty being the cre- 
ation of jewelry items with a French motif for its more 
discriminating customers and for other jewelers. There 





are four workmen producing these exotic rings, brooches 
and bracelets in a second floor workshop under the super- 
vision of Norman Le Joie. Randolph says of him, “He is 
an artist, with the gift of creating beauty.” 

Some of Randolph’s customers have bought from him 
for two decades. The business is a relative newcomer 
to San Mateo, a fast-growing community some 20 miles 
south of famed Market Street in San Franscisco. Ran- 
dolph previously operated a San Francisco store for 25 
years. The San Mateo store, which Randolph and his 
sons Earl and Raymond took over four years ago, was 
given a $20,000 interior and exterior decorating treat- 
ment. 

The Randolph store in San Francisco was given up 
when commercial rents began to soar and landlords de- 
manded a percentage. Besides, Randolph thinks that 
the future of the San Francisco Bay area lies in the 
fabulous growth of its Peninsula. 

“Here I have many of my old customers from San 
Francisco,” he explains. “They come here because we 
have a European store. Those who have been to Paris 
say it is like walking on the Champs Elysee again to 
come here. We have friends who drop in just to ex- 
change memories of France.” 

Most visitors, however, drop in for more than just a 
mere chat. A typical weekday will find as many as 20 
to 30 customers in the store at one time. Six people 
make up the sales staff, but not all the firm’s business is 
conducted in the store itself. Frequently Randolph is 
invited to the homes of wealthier suburbanites on matters 
relating to gems. 
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From a collection of functional modern accessories: clocks, lamps, lighting fixtures, fireplace equipment. Manu- 
factured by the Howard Miller Clock Company, Zeeland, Michigan. Nationally distributed by Richards Morgenthau 
Co., 225 Fifth Ave., New York City; and 1215, The Merchandise Mart, Chicago 54. Write for literature. 
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W, HEN you have a customer for a Masonic, East- 
ern Star emblem—ring—tie slide—lapel button or 
jewel, for instance, wouldn't you like to be able to 
show an assortment of 275 items, illustrated full 
size, with prompt delivery from Harvey & Otis 
through your wholesaler, assured? You can, if 
you use your Harvey & Otis catalog. Using it can 
be the source of new profits for you, as it is for 
many alert retail jewelers. 


Harvey 0 Otis 


PROVIDENCE RHODE ISLAND 
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Located in the heart of the city, the shop is complete] 
modern despite its old-world appearance. The chandelie, 
lighting is supplemented by a bank of flush-ceiling fix. 
tures on both sides. Air conditioning makes it com. 
fortable on hot days. 

Topped by a marquee-type and also a vertical peop 
sign, the store front is angled for better display anq 
forms a “V” which attracts passersby. 

Randolph’s can lay claim to the distinction of beine 
the only jewelry store with a mascot. He is a coal black 
French poodle pup with bright blue eyes. Flown ones 
from Paris, “Bon Bon” is the delight of lady customers 
and actually benefits sales. 

Randolph’s advertises regularly in the local newspaper, 
the Times. When it was located in San Francisco, the 
firm used to herald a sale with the line: “Tomorrow, 
Paris will come to San Francisco.” Now it uses a 
European style of advertising that creates the desired 
French effect. The ads are sometimes bordered with a 
frame of intertwined angels, drawn by Randolph, who is 
an artist and musician. This type of illustration disap. 
peared from the American scene decades ago. However, 
it is beautifully suited to the French atmosphere of the 
store. 

With an old world atmosphere attuned to its new world 
surroundings, Randolph’s has brought Paris to the San 
Francisco Peninsula——-and made it pay. 





Store Exterior Show Case Features 


Costume Jewelry 


A projecting show case below the left display window 
at the new Callan-Major jewelry store in Binghamton, 
N. Y., is doing an excellent job in the merchandising 
of costume jewelry. 


The case is devoted exclusively to costume jewelry 
and Arthur B. Fox, president of the store, said sales of 
these items have improved greatly as a result of this 
new display treatment. 

The projecting case, on the left hand side of the en- 
trance, is 1014 feet long and 18 inches deep. It is so 
arranged that shoppers standing in the lobby of the store 
get an excellent view of merchandise. There are seven 
small spotlights in the lobby ceiling immediately above 
the case which provide maximum illumination for the 
costume jewelry pieces, day or night. This special case 
is trimmed from the rear. 
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Using Borrowed Props 
(From page 72) 


was borrowed from a women’s apparel shop. This bor- 
rowed prop was placed at the back of the window and a 
wide assortment of fashionable-looking jewelry was scat- 
tered over the floor of the window. The mannikin was 
posed in the act of reaching for some of the pieces. 
Smartly costumed, the mannikin wore a pin on the neck- 
line of the dress and bracelets on each wrist. 

The mannikin display again proved to be a traflic- 
stopper. According to Louis Hoffman, “We wanted to 
make people in the community style conscious, particu- 
larly in reference to costume jewelry. We felt that the 
appearance of the model and dress in the window helped 
to create an association in people’s mind of jewelry with 
fashion.” 





The ‘Best’ Way... 
(From page 62) 


? 


be “fighting one brand against the others.” They have 
found feminine buyers are more interested in style fea- 
tures, such as how the band complements the watch. 

Sales trends in men’s watches run to models with 
fancy dials and yellow gold cases. Going over the fine 
features of water-resistant watches has also had a heavy 
impact on sales of men’s watches. 

Seven leading brands are represented among the 350 
watches displayed. An important part of the display plan 
involves displaying fifteen or twenty hard-to-sell watches 


HERE'S HOW PROFITS LOOK 
TO THE SMART RETAILER! 
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in a prominent spot in the eight foot sit-down show- 
case. 

“Our impression,” Downing declared, “is that you 
can't dispose of slow-moving watches if you place them 
in under-stock. Moreover, the person who buys one of 
these watches is just as happy as anyone so why hide 
them ? 

“As result of our policy of placing slow-movers out 
where they are the first to catch customers’ attention, 
this merchandise is seldom much of a problem.” 

A 40 by 48 inch window, which projects ten inches 
from the frame over the sidewalk, provides an intimate, 
eye-filling, display setup for watches. This window, the 
only closed window display the store has, is utilized for 
merchandise from the two leading departments, which 
are accountable for 60 per cent of the volume of busi- 
ness—watches and diamonds. 

A good cross-section of the watch selection, style-wise, 
price-wise and brand-wise, is included in the 18 or 
20 watches shown in this setup. 

Watch sales have also been immeasurably aided by 
the excellent repair service. Believing that offering free 
service to watch owners is a sound investment, this 
jeweler has established the policy of making no charges 
for work costing under $1. Base fee for cleaning watches 
is $5.50, and this bill is never upped by performing 
unnecessary repairs, the jeweler explained. 

The store has discovered the promotional value of 
television in merchandising watches. A weekly, 10- 
minute, sportscast show is employed in this program. 
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New Toastmaster 1B16 
Super Deluxe Toaster 





You'll see everything you need for profits in the 
A & G catalog . . . because this famous book of 
value has been a source of satisfaction to profit- 
wise jewelers since 1895. For America’s most 
profitable lines . .. backed by over 59 years of de- 
pendable service ... rely on Aisenstein & Gordon, 


wholesale distributors of over 50 famous lines. 
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OCCUPATIONAL CHARMS 


Sell the charm, and something to hang it on as 
well. In many places 14K numbers out-sell 
Sterling or gold plate. Are you missing this 
fine business? Sold through wholesalers. 


Fisher 
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St. Joseph of Copertino 
Flying Medallion 


designed by 
eo C. Paul Jennewein 





This medallion, not limited to a single creed. and 
made famous during World War II, as a special 
guardian of air travelers, is available again for the 
first time since 1946. 


Comes in dime, quarter, and dollar sizes in bronze, 
Sterling silver, gold plate, and 14 KT. guld. 


@ Write for price list @ 


AIRBORNE MEDALLION CO. 


104 East 56th St. New York 22, N. Y. PL. 5-4818 


















The show is opened with a slide showing a blown-up 
photograph of the store front followed by a pair of 
commercial announcements. Background for the show jg 
a photograph of the watch display area projected on , 
screen. 

Making TV viewers conscious of the appearance of 
their timepieces is an integral part of copy on the show 
Handled in casual fashion by Jay Barrington, popular 
television sportscaster, copy frequently asks the viewe, 
to “Look at your watch. Tell me what you saw. Chances 
are you saw the time—not the watch. Now really look 
at your watch. See it as the other fellow sees it. Mayhe 
it’s time for a trade-in.” Viewers are often reminded 
that just as women no longer wear ankle-length dresses, 
they no longer should be satisfied with old-fashioned 
watches. 

An offer of a free, six months’ supply of good quality 
lipstick to women who need only pay a personal visit 
to the store has also produced numerous and fruitful 
results. Promoted on television, this offer drew 1200 
ladies into the store in two days. Booklets featuring the 
offer were passed out to women at civic and social 
club meetings. 

“On the initial visit,” Downing related, “the ladies 
are given the lipstick with a few friendly words of wel- 
come from a young saleslady. No commercial overtures 
are made. However, on following visits, the ladies are 
invited to inspect merchandise, and various new items 
are pointed out.” 








Famous Diamonds of the World 
THE CULLINAN 


Discovered in 1905 in the Premier Mine in South 
Africa, the Cullinan is by far the largest diamond ever 
found. The second in size is the Excelsior, found in 
1893 at Jagersfontein. The Excelsior in the rough 
weighed 995 carats, less than a third the weight of the 
Cullinan. 
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One evening three years after the Premier Mine 
opened (1902), after the end of work for the day, the 
mine superintendent, Frederick Wells, saw a bright ob- 
ject embedded in a wall of earth about 18 inches below 
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the surface of the ground. Trying to seem unconcerned, 
for fear the native boys were tricking him with a big 
piece of glass, Wells attempted to loosen the object 
with his boot and then with his penknife. The steel 
knife broke! Quickly he dug it out with his bare hands 
and rushed to the mine office with a diamond more than 
three times the weight of any discovered before or since. 


WEIGHED 3,106 CARATS 


The rough stone weighed 3,106 carats or about one 
and one-third pounds. It was named for Sir Thomas 
Cullinan, who opened up the Premier Mine in South 
Africa. The stone was sold to the Transvaal government, 
which presented it to King Edward VII on his 66th 
birthday, November 9, 1907. It was insured for $1,- 
250,000 when it came to England. 

The King sent the Cullinan to Amsterdam to be cut 
by the famous firm of I. J. Asscher & Co., which had 
cut the Excelsior and other renowned diamonds. The 
huge stone was too large to facet as one gem. The 
Cullinan was studied for months. On February 10, 
1908, the stone was cleaved. 

The huge rough produced nine principal gems and 96 
small brilliants besides nearly ten carats of unpolished 
fragments. The Cullinan I, called in England the Great 
Star of Africa, weighs 530 carats and is the biggest cut 
diamond in the world. It is in the British Scepter. 
Cullinan II is in the State Crown. Cullinans III and 
IV were placed in the late Queen Mary’s crown for her 
Coronation in 1911, and the other five principal gems 
were in a diamond trellis collar she wore. 

The Cullinans are the most valuable of the British 
crown jewels, which are viewed in the Tower of London 
by upwards of 350,000 people a year. During World 
War II, the glass display case was smashed by a bomb- 
hit nearby, but the principal gems had been pried from 
their settings, stuck in jam jars and buried in a potato 
field near Windsor. The crowns were hidden in old- 
fashioned hatboxes in a secret passage under Windsor 
Castle. _ All were returned to the Tower in 1947. 
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The Cullinans were last seen in public at the time of 
Queen Elizabeth’s coronation on June 2, 1953. 
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NOW! You Can Sell 
College Rings 
at a FULL PROFIT, 


with No Investment! 


Here’s your money- 
making answer for your 
customer’s “What will I 
buy ?” gift problem. Sell 
to alumni or under- 
graduates from our il- 
lustrated, colorful cata- 
logue. Rings for any 
accredited college in the 
United States can be 
ordered, one piece at a 
time. No Die Charge! 
No Minimum Order! 





FREE! Send for selling catalogue, complete 
information, counter display card. 











COLLEGE SEAL & CREST COMPANY 
Dept. J-6 
236A BROADWAY 
CAMBRIDGE 39, MASSACHUSETTS 











"ARLEN TROPHIES: STEP-UP 
STORE TRAFFIC! 


.so get a basic stock of 
America’s most beautiful and 
popular trophies... by Arlen. Our 
new General Catalog shows 
Scores of sports figures in new 
walnut woods, marbelette, a 


gem-like plastic, and ‘‘Rich-Glo”™ 


figures. 


@lVi am oldelalo miata ae Olal’s anelale mm -iicla. 
relate Mm CTol(o MER coli fola Mi slol al i-mm Gehicliole 
brings your customers the 
Tiilsslehicmia i iae) alist 


Sold only through authorized 


dealers. 
Sold Only Through Authorized Dealers! 

















50 Gold Street, Brooklyn 1, N. Y. 7 

Please rush me FREE Genuine Onyx and General Catalogs 

NAME ! 

FIRM NAME : 

ADDRESS | 
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territories 


@ We are importers of dia- 
monds and manufacturers of 
fast-moving, popular-priced 


1. 


—— i diamond rings. Nationally 
ee ns | known company established in 
States... ' 1919 

. 
Ze ! @ Our men are backed up 
MINNESOTA! with outstanding values, latest 
and surrounding ' styles, and hard-hitting promo- 
states... 1 sane. 
3 |  @ Full commission on all sales. 

: | No house accounts. Unlimited 

COLORADO 1 earning potential for right 
and surrounding ; men! Write today. All in- 
states... ! — quiries confidential. 

we 






THE WEST'S LARGEST MANUFACTURER OF DIAMOND RINGS 
\ are, Lire eS se. 


ESTABLISHED 1919 


424 SOUTH BROADWAY 
LOS ANGELES 13, CALIF. 
Michigan 7064 


Interlocking 
Diamond Rings 





TREASURE DOME (R) DESK SET 


With handsome . . modern. . 
pen (designed for "Paper Mate" refills) in black and gold combination, 
on hardwood base of blonde, ebony or mahogany. (534 x 4"'.) 
Mom's writing desk, dad's office. Crystal clear DuPont Lucite, break 
res'stant, ‘'beil-case"’ displays trasured heirloom watch. 80% of 
customers have old watches! Guide them to an “original'’ TREASURE 
DOME. Makes a modern, 
) | sieeieieeiiiaiaa aie useful, easy-to-wind time- 
ee Oe if piece . Nationally 
O, 7410 Santa Mon- 
ee a | ee ica Blivd., Los An- 
eerste | * p geles 4, Calif. 

. 2 % oe $7.00 Keystone. 






Advertised . . Proven 
Sales ... Helps you de- 
velop extra repair work. 

ea A Vv A | L A B L E AT 
- YOUR JOBBER 

or write Carol 
Beatty, Dept. 106- 











TREASURE DOME 
with round base (no 
pen) $4.00 Keystone 





streamlined, banker's approved, ball point 
Fit for 


your 

















SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


EARRINGS & BRACELETS 
JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 
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Watch Repair Manual 


The Swiss Watch Repairer’s Manual, by H. Jendrity; 
Published by “Journal Suisse d’Horologerie et de Bijouterie® 
Lausanne, Switzerland. 196 pages; 580 illustrations. Sent any. 
where in U.S.A. or Canada, postpaid for $7.00, by Book Deas 
mee Jewelers’ Circular-Keystone, 100 E. 42 St., New York 17 

‘4 | 


The Swiss author of this book on repairing Swig 
watches, H. Jendritzki, is well known in our country by 
readers of the English edition of “Journal Suisse d’Horo. 
logerie et de Bijouterie,’ he having been a regular cop. 
tributor of articles to that publication during the pag 
15 years. This book is in no sense a work on the theory 
of horology, but is definitely a modern, practical manual 
of operations in repair work, particularly dealing with 
repairing Swiss watches. 

Of noteworthy helpfulness are the illustrations, which 
are in fact so designed and systematized that unusually 
concise text material suffices, together with the pictures, 
to make the author’s meaning clear and easily under. 
stood. The pictures include both an abundance of half. 
tone and line cut illustrations. The latter are master. 
pieces of clarity and instructiveness. 

The scope of the work is indicated by the chapter 
titles, which are as follows: Terminology; Equipment 
for Watch Repairing; Fault-Finding during Disman- 
tling; Motion-Work; Winding-Work; Staff, Balance and 
Roller, etc. 

A feature of the chapter headed “Fault-Finding dur. 
ing iDsmantling” is a chart showing in cross-section a 
watch movement of standard design, with numbered ar- 
rows pointing to 62 parts of the movement, and listing 
the most likely faults to be looked for at each of the 
parts. 

It should be noted that this book assumes mostly that 
its readers already have the required skills in the arts 
of turning, filing, screwthread cutting, drilling, grinding 
and polishing, burnishing, etc. It does not detail the 
training for acquisition of these skills. But it is an ad- 
mirably complete work on the great multitude of faults 
that arise in watches in use which are brought to the 


watchmaker’s shop. 





A Display of Costume Jewelry 








ene Peter 


Krasnow's, Providence, R. |., attracts considerable attention 
by utilizing a display case located outside the front entrance. 
Lighted during daylight and evening hours, this display 
unit recently featured a wide variety of costume jewelry. 
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Genuine imported top quality porcelain 
beaded costume jewelry. A value-packed jewelry 
promotion destined for sure success and 
designed to boost summer traffic. Priced 
for action and profit. Expertly detailed, 
fully guaranteed. Huge selection of smart, 
completely original styles and in “dazzling 
white’, a shade that will be worn 
by fashion-wise women everywhere. 
Promotion includes Necklaces, Bracelets and 
Earrings in assorted styles. Some 
Rhinestone Studded. All Necklaces adjustable. 


$6:75 DOZz, 72 IN Gross Lots 


bob henfield, inc. 


promotion jewelers 


jewel creations 648 HURON RD....MAin 1-6150 
CLEVELAND 15, OHIO 
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Order your 
selection today! 


FREE Mats available 

upon request. 

Feature America’s 

Greatest Assortment of Dollar 
Costume-jewelry Specials 

by Bob Henfield. 
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The Flex-Let, "Imperial" band for men, No. 


S/123, is in white or gold-filled links 
which form "golden steps.’ With a stain- 
less steel back, $10.95 retail, F. T. I. 


Hamilton offers the "Pelham" for men, re- 
tailing at $71.50, and the "Vivian" for 
women, $65, each F. T. I. and with gold- 
filled case and I8K gold applied figures. 


A Bulova ''23"' | model has 23 jewels, 14K 
gold case, an unbreakable mainspring, is 
anti-magnetic, shock-resistant and _ certi- 
fied “waterproof.” $175 retail, F. T. I. 


This Gruen "Veri-Thin Taperflow” has 17 
jewels and features open end pieces that 
enhance this model's thin 14K gold case 
and modern dial. $71.50 retail, F. T. |. 


The Elgin 17 jewel ‘Seward" is shock and 
water-resistant, has 10K gold case and a 
sweep second hand with red tip. $71.50 
retail, F. T. |., with padded calf strap. 








The LeCoultre wrist alarm watch features 
alarm setting in center of its two-toned 
dial. Gold-filled, this model with match- 
ing expansion bracelet is $89.50, F. T. I. 


A new line of Tissot watches is the 7400 


series, with screen, all stick radium or 
black face dials and with extra-flat de- 
sign. Series is $62.50 retail, F. T. I. 
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to profit by... . 


The "Homestead," an American style banjo 
clock by Seth Thomas, in maple, is 2434" 
high and 6!/," wide. Electric model is 
$32.50. 4 jewel, 8 day keywound, $37.50. 


The Numechron clock No. 300 "Moderne" is 
in plastic with maroon book end base and 
metal trims in polished gold finish. In 
walnut, green or gray, it lists at $10.95. 
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Glycine watches from Emil Leichter are in 
14K yellow or white gold, with highly de- 
signed ends, at suggested retail of $105. 
Model at right has ends of Grecian design. 


Wittnauer offers two models featuring a 
classic design and beautiful finish: for men, 
the "Pacemaker B,"' left, and for women, 
the "Co-ed A," each at $34.75 retail. 


The Eton Jewelry Co., 56 W. 45 St., N. Y. 
selling watch bands by mail, offers the 
“Coronation” in 1/20 12K yellow or white 
gold-filled. Bands are $2.50 Keystone. 





The Telechron "Tole" clock in the "Motif" 
model comes in satin black, olive green, 
dark red or teal blue and gold color orna- 
mentation. It retails at $7.95 plus tax. 


A Henry Coehler Louis XIV wall or mantel 
clock with 7 jewel, 8 day pendulum move- 
ment and playing two different tunes each 
alternate hour is No. 1350, $48 Keystone. 































Oneida's “Flight'’ pattern is in Oneida- 
craft De Luxe Stainless and has a hollow 
handle knife with serrated forged blade. 
$3.95 retail for six piece place setting. 


This hand carved matched wedding ring set, 
combining 14K white gold center in a mod- 
ern pattern and yellow gold wreath edges 
is from the Barel line of Bridal Ring Co. 


C. Reizenstein Sons offers hand-engraved 





Reizart sterling in this “Eastern Morn" 
pattern. $37.50 retail, six piece place 
setting. Also in three other patterns. 








One of the items from the extensive new 
line of karat gold earrings by Shiman of 
Newark. With cultured pearls or genuine 
and synthetic stones, $15 and up, retail. 


Men's cufflinks handwrought in sterling 
silver with semi-precious stones are by 
Klepa Arts, Box 553, Briggs Station, Los 


Angeles 48. $10, $12 and $15 Keystone. 





[hey Te 


. They re yours 





A 14K gold ring with cultured pearl and 
diamonds by Z. |. Levkov, 565 Fifth Ave., 
N. Y., is $35 Keystone. Also cultured 
pearl tie backs, 14K gold, $5 Keystone. 


This cross with the Lord's prayer, in En- 
glish or Spanish, magnified in its center, 
is by Circle Jewelry Products. Rhodium 
plated; from wholesalers only, $3 retail. 
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to profit by ... 


This precision aneroid barometer imported 
by the Aristo Import Co. has a dial read- 
ing in both inches and millimeters. $10 
Keystone; also in higher priced models. 


This portable, 834 by 7 by 4!/2", is 
No. 5400 by Continental Radio, Chicago, 
featuring 4 tubes, slide rule dial, large 
dynamic speaker and a high gain antenna. 
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General Electric's "Tripmate” 620  port- 
able radios have a full 4" speaker, four 
tubes, weigh 4!/2 Ibs. In green, gray, 
or red. $29.95 retail without batteries. 


The Stahly live-blade razor uses standard 
blades which are vibrated 6,000 times per 
minute by a precision clockwork motor in 
its water-resistant handle. $22.50 retail. 








Smith & Smith sterling silver cigarette 
boxes with engraved tops are 4 or 61/4" 
long by 3'4" wide, coming in four sizes. 


Model shown retails for $42.50, F. T. I. 





The Ronson new windproof lighter features 
an unusual slotted collar to deflect the 
wind, a lifetime wick made of fiberglass 
and a removable base. Retails for $3.95. 


The new Bulova portable radio is called 
the 'Companion,"' model 200, and comes in 
walnut, ebony, forest green or teal blue 
colors. $49.95 retail without batteries. 





101 














Something new in fine cutlery... 


INTRODUCING NEW 
ARVEL HALL cui nm 
TEAK FORK 





# 


ideal companion piece for f ¥ fs | > ma 


tts 4, 

° thea 

ever-popular Steak Knife. Motat galt 
aes, 


$21.50; No. 95-——5-piece 
sets from $6.50 to $14 


Matchless Quality 
Endorsed by Emily Post 


Unconditional Guarantee New companion piece doubles 


Nationally Advertised 


Over 100 sets fom s6.50t0 S450 KAFIt impact of Carvel Hall Line 


3 Distinctive Handle Styles 


© Attractively Gift Packaged Overnight this fast-selling line is twice as profitable. Why? 
Because this smart, new Steak Fork is a terrific item. Any- 
one and everyone who owns a steak knife now .. . who 
buys one /ater . . . automatically becomes a red-hot prospect 
for it. Everyone who’s seen it has raved. And you will, too. 
Order early. The supply is still limited. Just another reason 


why Carvel Hall Cutlery is the world’s finest and fastest- 
FINE CUT LERY moving cutlery line. 
by Briddell 


DEALERS: Write or phone for name of your nearest Carvel Hall Distributor 
CHAS. D. BRIDDELL, INC., CRISFIELD, MARYLAND 
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set These Pretty 
McCall's Tables for PROFIT! 


send for your FREE kit tying-in 
with July McCall’s 5-page feature! 


July McCall’s features 13 prize-winning table 
settings — the direct result of over 182,000 
women who showed an interest in McCall’s 
“Set A Pretty Table” contest. This phenomenal 
response .. . the largest to any McCall’s contest 
... demonstrates the keen interest of America’s 
homemakers in table decoration. McCall’s 
makes it easy for you to cash in on this interest 
in silver, china, and glass. If you carry any of 
these featured patterns you will want to tie-in, 


China 
American Modern — Steubenville 
Wheat — Franciscan Ware 
Starlight — Lenox 
Festive Fruit — Stangl 
Wheat — Lenox 
California Provincial — Metlox 
Poppytrail 
Pine — Lenox 
White — Arzberg 
os 


‘| 
fLiblss \ Glass 
Piedmont — Tiffin 
oe ye ] a Hand Pinched — Imperial 
, ee se \e Svelte — Imperial 
Laguna — Duncan & Miller 








7 o-AVININAG table sé 


Silver 

Reigning Beauty — Heirloom 

Silver Rhythm — International 

Silver Wheat — Reed & Barton 
Southwind — Towle 

Danish Princess— Holmes & Edwards 


Rondo — Gorham 













GET FULL DETAILS AND FREE TIE-IN KIT! 


McCall’s 
S P Table P i 
~ nor ceili I\. MAIL THIS COUPON TODAY! 
New York 17, N. Y. 
Please send me McCall's “Set a Pretty Table” 
promotion tie-in kit. 
TLE a a ee et ee ee ae eT ee 
PG oasnsssncsccsncinescnsescescensescencsassnssassoee- si ncasccnscittogienn liinienintionanasns wantaiaadl 
ERE a a ee a EN ee ee eR eR er . s 
keeps things moving! 
I  iitiaictaitailil adie lars ipicvssionil es: ee ee 
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SILVERWARE | 


It’s the Customer’s Move... 


By using a checkerboard display table in the silver department, this jeweler 


stimulates customers to select their own merchandise and take it to the sales 


counter. Such a design appeals to the customer’s desire “to pick something out.” 





The checkerboard allows many items to be displayed in one place, yet each item stands out prominently. 


A VERY successful and unusual merchandis- 
ing display, designed especially for the jewelry field, is 
in the silverware department of the J. Herbert Hall Co., 
Pasadena, California. It is the table checkerboard dis- 
play, a simple, yet most effective device for attracting the 
customer’s attention—and selling him. 

Franz Christensen, manager of Hall’s silver department, 
claims that the checkerboard display table is one of the 
best merchandising devices ever used by the company. 
Although not originated by him, Christensen has added 
his own improvements and refinements to the display to 
increase its selling power. 

The display is a large checkerboard top made to fit a 
good-sized table. The checkerboard used at Hall’s is made 
of wood, although it has been constructed of other ma- 
terials. The board cost $75 and is a handsome, permanent 
piece, which is well-finished. After some experimentation 
with colors, Christensen discovered that the black and 
white checkerboard is best. 

In the illustration of this display, only a half checker- 
board is seen with an item of merchandise placed in each 
square. On the larger, full-sized board, the items are 
sometimes put on alternate squares—on either all the 
black squares or on all the white. Despite the fact that 
all of the squares in the picture are being used to display 
merchandise and 32 different items are shown, there is 
no feeliag of a crowded, cluttered up table, which would 
be the case if the checkerboard were not used. On the 
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by LOUIS CRANE 


full-sized checkerboard, using either black or white 
squares, many more items can be shown. On Hall’s table, 
which is for the display of sterling silver merchandise 
only, the different items run the gamut from small salt 
and pepper sets to large platters. Candle sticks, hurri- 
cane lamps, sugar and creamers, coasters, knives and 
forks are displayed. 

Customers who are buying im other departments of 
the store are invariably attracted to the checkerboard 
table, which is placed to the front and center of the silver 
department. They come to look and usually remain to 
buy. Each item is plainly marked in price, with the price 
range from $1.50 to $39. No salesman is in attendance 
at the table, the display being its own best salesman. 
Customers wait on themselves, choosing the items they 
desire, and then bring the merchandise to the sales counter. 

It has been found that the checkerboard table is most 
successiul in showing popular priced merchandise. From 
50 to 100 items a day are sold from the table, it is 
claimed. 

Christensen plans to further increase the effectiveness 
of the display by putting a large spotlight over the table, 
thus dramatizing this fine idea in jewelry merchandising. 

The J. Herbert Hall Co. has long been noted in the 
field for its progressive and original merchandising ideas. 

(Please turn to page 125) 
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, = are a jeweler. You have a good store well-located on 
a main street. You carry diamonds and jewelry and watches and silver 
and you—with your fellow jewelers—get nearly all of your community’s 
business in this merchandise. 


But you also carry some of the top lines in china, glassware and dec- 
orative accessories, and sometimes you wonder: “Am I really getting all 





the possible business out of these lines, or is some of it slipping through 
my fingers?” 

If you have a pretty good idea of how much money is being spent in 
your community each year for fine tablewares and you are sure you are 
setting better than your share of sales, you are more than lucky. You 
are obviously doing a thorough job of merchandising. You need read no 
further. This is not intended for you. 





The jeweler we are talking to is the one who unhap- 
pily sees prospective customers go elsewhere for their 
dinnerware or their stemware. He stands there, an 
authority on the quality factors of china and glass, a 
counsellor on the etiquette of its use, sometimes an 
advisor on the styling of the pieces—yet, he sees too 
much of the business going to less well-equipped com- 
petitors. These many advantages which he can offer to 
a customer are all too often wasted because—to put this 
reasoning into a single symbolic package—he has failed 
to use forcefully the weapon his prestige gives him. This 
weapon is the power and the glamour of his shining, 
white jeweler’s box, which symbolizes his preeminence 
among merchants of quality wares. 

The importance of such a symbol cannot be over- 
emphasized. Competition today is coming from more 
quarters than ever before. It is getting razor-sharp, too. 
and the sharper it gets, the more vital each competitive 
advantage becomes. No merchant, not even the jeweler. 
can afford to forget that this is now a buyer’s market 
and the man who sells must use some extra-attractive 
bait. 

The jeweler does have just such bait. He has some- 
thing to sell besides his merchandise. His name is asso- 
ciated in the minds of his townsmen with quality, with 
technical knowledge of mysterious merchandise, and 
with integrity. The wares he sells are confidently ex- 
pected to have the same characteristics and all of it is 
symbolized in the one thing which his competitors do 
not have for sale—his jeweler’s box. 

We all know who these competitors are, of course, but 
let’s examine them for a moment and see just how 
formidable they are in the table top fashion field. 
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First, the department store. In most communities of 
any size, it is the jeweler’s foremost rival for sales of 
china and glassware. Or, in many smaller towns, the 
department store in the nearest city must be reckoned 
with as a competitor—either the main store in the city 
itself or a nearby suburban branch. And there is no 
denying the fact that such stores have certain advantages 
—more spacious display areas, wider selection of de- 
signs, greater opportunity for impulse buying, easier 
purchasing through charge accounts. 

But in all this wide country, only a handful of depart- 
ment stores do a conspicuously good job of merchan- 
dising and promoting their table top fashions. Their 
ready-to-wear divisions seem to be much more interest- 
ing to them, judging by the newspaper advertising. Most 
of them advertise china and glassware only when they 
have a price reduction or other “special” to offer, and 
their in-store promotions are in the same key. Unques- 
tionably there are exceptions to this. A few department 
stores are well-known for the imaginative and competent 
way in which their tableware department is operated, 
and most stores do have an occasional promotion of 
prestige wares. But the great majority think almost 
entirely in terms of price, and as sales resistance stiffens, 
this tendency increases more and more. 

This emphasis on price adds no luster to either the 
store’s name or its merchandise. It doesn’t make china 
and glassware more desirable. It is inclined to cheapen 
them. And a purchase of tableware is something every 
woman wants to be proud of, proud to own and proud 
to give. 

The jeweler may—and probably does—carry some of 

(Please turn to page 120) 
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a Us start with a safe premise: increased 
store traffic, additional sales, and more profits may be 
had by the jewelry store which merchandises china and 
glass. To this safe premise let us add a platitude: china 
and glass represent natural companion merchandise to 
silver. Let me add to this that not only is a china and 
glass department natural but, in light of present-day 
competitive conditions, necessary for the successful oper- 
ation of a profitable retail jewelry store. 

Now why do I feel that way? The answer is easy. 
We have proved it at Schiffman’s. Though I must admit 
that much of the reasoning which I[ use to explain the 
success we have had with china and glass, springs from 





lt is important, Schiffman believes, for a 
jeweler to go out and meet prospective cus- 
tomers by making lectures to various groups. 


On display at all times in the Schiffman store are a number of 
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We Have Had Success with 


by ARNOLD SCHIFFMAN, President 


Schiffman’s, Greensboro, N. C. 


retrospect rather than prior deduction. Still the fact 
remains this department is an important part of our 
business, one I couldn’t imagine operating our business 
without. 

Most jewelers recognize that a large percentage of 
their volume stems from the wedding market. The sale 
of a diamond engagement ring to a young couple is only 
the first in a possible selling sequence which could 
include silver, china, glass and all the other home acces- 
sories which are needed by a new home-making couple. 

Yes, silver flatware, china and glass are necessary 
for setting a fashionable table. And every bride-to-be 
easily visualizes her future role as a wife and a gracious 
hostess. But it is extremely dificult for a prospective 
bride to visualize her future table setting when she is 
compelled to visit several types of retail outlets to pur- 
chase her table top merchandise. Therefore. the jeweler 
who carries a complete line of tablewares—silver, china 
and glass—is more than simplifying the bride’s shop- 
ping, he is in fact establishing his store as the com- 
munity’s tableware headquarters. 

When purchasing tablewares for her new home the 
prospective bride needs and desires expert advice. Essen- 
tially she is seeking reassurance from an authority as 
to the appropriateness of her pattern selections. It is 
only reasonable and right that the jewelry store should 
furnish her with the finest merchandise available—and 
expert counselling. 

At Schiffman’s we do not have a special bridal con- 
sultant, but we do have several sales people qualified 





attractive table settings, some of which are shown below. 
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to fulfill satisfactorily all the functions of a consultant. 
As a service to the brides of the community, we main- 
tain a bridal register, one that we originally started back 
in 1920. It is perhaps because of this comprehensive 
record-keeping of tableware purchases that we have been 
able to root our bridal service into the fabric of our 
community. It has. furthermore, enabled us to improve 
continually our tableware business—for brides-of-today 
as well as those of yesterday. 

To attract prospective tableware customers we, like 
other jewelers, advertise in newspapers and sponsor a 
15-minute television program every Wednesday evening 
from 9:00 to 9:15 P.M. The program’s aim is primarily 
to be educational. For. we believe, the more customers 
| know about jewelry store merchandise. the better quality 
wares they will want to buy. Some of the program’s 
: topics in the past have been: “China,” “Correct Styling.” 
| “Correct Forms of Stationery,” “Glassware,” etc. We 
have also had special guests—manufacturers’ represen- 
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Educational in aim, the store's TV show often features representatives of china and glass firms, 


tatives—from leading silver, china and glass firms. 

In addition, we publicize our merchandise and our 
knowledge of it by making personal appearances betore 
civic and social clubs. These lectures afford us an oppor- 
tunity to impress our community with our knowledge of 
quality tableware merchandise. 

The most interesting and perhaps productive thing we 
have ever done was to exhibit a group of table settings 
at the Woman’s College of the University of North 
Carolina. Actually, the idea for this exhibit originated 
with the Home Economics Department of the College. 
At their request, we created a number of outstanding 
table settings, each of which demonstrated the proper 
use of different styles of silver, china and glass. 

The cost of the exhibit far exceeded our original esti- 
mate. Fortunately, this was realized by the College’s 
Home Economics Department. So it was early last 
Spring that they requested we conduct a tableware lec- 

(Please turn to page 127) 























The Jeweler’s Box 
Can Be Merchandised 


In Window Displays 


B. Square shadow boxes are used to spotlight coordinated 
groupings of china, crystal and silver patterns. The jewel- 
er's box is featured in the left corner of the window. 




























by VIRGINIA DIXON 


= jeweler who thinks he has nothing to 
sell but merchandise is making life unnecessarily hard 
for himself. The very fact that he is a jeweler gives him 
so much more to offer his customers that every item jp 
the store should seem to be a bargain! He has all the 
romance, sentiment and glamour associated with the 
history of precious metals and jewels to serve as back. 
ground for his merchandise. He has the fine tradition 
of craftsmanship which the goldsmith, the silversmith 
and the jewelry artisan have kept intact through the 
ages. And most important of all, he has the prestige of 
his own reputation for integrity and service. His store 
name on the white jewelry box in which his merchan. 
dise is delivered gives its contents prestige and impor. 
tance beyond the cash value—a fact which is especially 
important when the merchandise is purchased as a gift. 
This prestige can and should be used in a constant, 
forceful and aggressive merchandising campaign to sell 
every line of merchandise in the store. It can be used 
with particular effectiveness to sell fine china and crys- 
tal. China and crystal logically “belong” in the jewelry 
store with the silver tableware with which it is always 
used. Coordinated display of silver, china and crystal 
makes sense both to the merchant and to the purchaser, 
The bride will want to choose all her tableware in 
harmonious patterns; and for the older woman who is 
replacing or supplementing her table service, the pur- 
chase of a new set of silver will frequently suggest the 
purchase of new dishes—or vice versa. For those who 
must purchase their table service piecemeal, the jeweler 
can offer a simple purchasing plan with the assurance 
that the patterns chosen will continue to be available. 
Right here are the basic ideas to spark your window 
and interior display program. These displays should 
play up the prestige idea in their copy and in the appear- 
ance of quality and good taste in their arrangement. 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material Source 
Sketch A 
Net for curtain drape Department store 
Wedding nosegay bouquets Department store or 
. display supply house 
Ribbon for package wraps Department * store or 
- stationery store 
Gift boxes Use store’s own boxes 
Sketch B 
Shadow boxes Make from plywood or 
beaver board 
Heart cut-outs Cut from paper or get 
from stationery store 
Copy ribbon and card Show card writer 
Sketch C 
Papier mache or plaster bells Display supply house 
Ribbon Display house or de- 
partment store 
Free form elevations Make from plywood or 


beaver board and 

mount on_ regular 

cylinder elevations. 

Cover with fabric 
Copy ribbon and card Show card writer 





















































They should also offer concrete suggestions in the way 
of purchasing plans, stress the variety and quality of 
the merchandise, tell the price story, suggest ensemble 
selections of china, crystal and silver by showing the 
three in harmonious pattern groupings. With August 
| ranking second as a wedding month, it is time to plan 
7 these displays in terms of bridal and anniversary gift 
suggestions. There is no better way to make your shop 
the bridal gift center than to establish your reputation 
as the store with the most complete selection of coordi- 
nated china, crystal and silver patterns. 

Sketched are three suggestions for window displays 
to carry out some of the ideas outlined above. Sketch A 
establishes the bridal theme with a net swag and 
drapery around open shelves built against the window 
background which display a variety of wedding gift sug- 
gestions. Two bridal nosegay bouquets catch the net 
: drapery at either side. A large store box at center front 





A. The bridal theme is carried out in this display; the jeweler's box is used in several places. 








appears to be in the process of being unwrapped. Tissue 
paper, ribbon and a partially unwrapped china set over- 
flow from the box. The box cover with the store name 
is placed conspicuously nearby. Other store boxes, tied 
with ribbon are displayed with the merchandise. The 
prestige lent the gift by the jeweler’s box is quite self- 
evident in the display arrangement, but it may be em- 
phasized on a carefully worded copy card in the window. 

The shelf background arrangement of this window is 
a very practical solution for showing a large selection 
of merchandise in a pleasingly uncluttered fashion. This 
makes a good background also for a table setting display 
low on the window floor. Although table settings are used 
so much for displaying china, crystal and silver together 
that they may seem trite and tiresome, the truth is that 
they are an extremely effective way of displaying this 
merchandise. They show it as it is to be used and if they 


(Please turn to page 126) 








C. This window display suggests the 
bridal or anniversary theme and also 
| offers a purchasing plan for acquir- 
: ing a complete tablewares service. 
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The ‘Hostess Room,’ above, was formerly a stock room. 


Making Room. . . 


For China and Glass 


= FELLIN, owner of Fellin’s Jewelry 
Store, Hazleton, Pa., carries today a large stock of china, 
crystal and gift items. He had always desired to sell 
this natural jewelry store merchandise, but the physical 
limitations of the store prevented the realization of his 
desire. But with some careful planning and ingenuity, 
he made room for this department by moving back the 
rear portion of the store, which was used as a stock 
room. Thus, while limiting the size of his stock room, 
he added a new room to his store. 

The room was smartly decorated; indirect lighting 
through an egg-crate type false ceiling was installed and 
walls were lined with open and closed shelves. Wall to 
wall carpeting was added. When complete, a large stock 
of fine china, glass, sterling, ceramics and choice gift 
items were offered for sale. This room is separated from 
the main store, but is reached by passing through a very 
wide, open door. 

When the wall ran through the store at the point that 
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This special display table, in the ‘Hostess Room’ of Fellin's 
Jewelry Store, features a wide offering of gift suggestions. 


by HAZEL PALMER 


is now the opening, two large safes were located behind 
it. Removal of the wall left them out in the open. To 
correct this eye sore, Fellin had a carpenter enclose the 
safes with wood paneling from floor to ceiling. 

When the new room was finished, Fellin decided to 
name it “The Hostess Room.” The location of the room 
makes it necessary for customers to pass through the 
entire store. “The Hostess Room” is supervised by 
Fellin’s two daughters, Giovanna Fellin and Celeste 
Kosko. Mrs. Fellin works part time; Giovanna and 
Fellin full time. Celeste works part time and her hus- 
band, Edward Koska, devotes full time to the store. 

Practically raised in the jewelry business, the 
daughters are very competent sales people. Their en- 
thusiasm for china, glass and silver is high. Under their 
care it is expected that “The Hostess Room” will be a 
highly successful operation. 
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iN % CHINA, GLASS « POTTERY SHOW 
july 18-23 =~ 


Hotel New Yorker 


Mis 
COVERING EVERY FACET OF THE cna 


SHOW HOURS: Stay at the show hotel—just write us direct, 
mentioning dates and accommodations desired 











SOI oocciiincdss. ..12N to 6 P.M. 
unday atetetinies —we'll gladly make reservations and 
Monday through have confirmation sent to you promptly. 
Thursday.......... 9 A.M. to 6 P.M. Directed by GEORGE F. LITTLE MANAGEMENT 
Friday...........0...... 9 A.M. to 12 Noon 220 FIFTH AVENUE, NEW YORK 1, N. Y. 
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“Constellation,” gold stars in various 
sizes sprinkled over pure white china in 
coupe shape from Hutschenreuther, Bavaria; 
5-pc. setting may retail for $15.40. 
From Paul A. Straub & Co., Inc., New York. 


The classic Greek Key design appears in 
black on coin gold in this "Athena" pat- 
tern in Baronet china from Bavaria; open 
stock; 5-pc. setting about $11.90 retail. 
From Fisher, Bruce & Co., of Philadelphia. 





Newest item in "Prince Erik" line of sil- 
verplated accessories is this 2-qt. pitcher, 
103%4,"" high, to retail for about $24; 
made also with ice guard. From Shef- 


field Silver Co. (made in U.S. A.), N. Y.C. 


Authentic reproduction of James Wilkes’ 
rat-tail ladle from the I8th Century is 
this silverplated, long-handled server for 
punch or soup; it may retail at $10. 
From Gerity-Michigan Corp., Adrian, Mich. 


They're 


New... 


able-Lop Fashions 





"Alpine" is the name of this pattern of 
pine cones and flowers done in woodsy 
colors of brown and green, in Jaeger China 
from Bavaria; 5-pc. setting retails at $6. 


From Ebeling & Reuss Co., of Philadelphia. 


Fashioned in richly 


cut Irish lead crystal 


from Waterford are these covered jam 
jars. They are two from a group of four 
designs to be retailed from $7.50 to $10. 
From Geo. Borgfeldt Corp., of New York. 
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"Ruby" design in Franconia china from Ba- 
varia—maroon band with fine gold tracer- 
ies; also done with band of sapphire or 
green; 5-pc. setting, app. $13.45 retail. 
From Herman C. Kupper, Inc., of New York. 


"Tinka" cordial set in Royal Leerdam crys- 
tal from Holland—9 pieces in especially 
fitted gift box may be retailed at $12.50 
in either clear crystal or in steel blue. 
From A. J. Van Dugteren & Sons, Inc., N. Y. 
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... They'll Be Selling 


From the Strombergshyttan factory in 
Sweden, these modern vases in heavy crystal 
hand-cut in the "Falling Leaves" design; 
6!/,"" size retails at $25; 834" size, $50. 
From R. F. Brodegaard & Co., Inc., N. Y. C. 


"Rembrandt''-—I8th Century floral grouping 
painted under the glaze in subtle colors on 
Marlborough shape in Spode earthenware 
with apple knobs; recently added to stock 
by Copeland & Thompson, Inc., of New York. 





Most popular of all patterns in Royal 
Augarten china from Vienna is this "Vienna 
Rose"; it is stocked in complete dinner- 
ware and a wide range of accessory items. 
From Hudson Art Importing Co., Inc., N. Y. 


"Game Fish" and "Golf" from Sport Kings 
group of decorations on Ceraglass high- 
ball glasses; each sport series has eight 
different subjects, retail $7.50 for 8. 
Sold through Vincent Lippe Co., New York. 











Meet the People... 


MERCHANDISING 





Who Are Table Top Prospects 


by EDWARD ROSE 





An interior view of the Modern Jewelers store in Norwich, Conn. 


~ = just cant sit back and wait for cus- 
tomers to come to your store,” Herbert Singer, Norwich, 
Conn., jeweler, explained. “You have to get out and 
meet people and tell them about yourself and your busi- 
ness. We do just that and this is the best method I know 
of telling your story to the public.” 





Constant advertising, supported by exhibits and lectures, have 
contributed to the success of the store's tableware department. 
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Pointing to a 16 millimeter sound projector, Singer 
stated he had an appointment that afternoon to show a 
sound movie on bone china at a local church. He 
devotes a good deal of time to showing movies to groups 
at schools, churches, libraries and social organizations. 
But Singer feels that it is time well spent. 

The Modern Jewelers, 323 Main St. in Norwich, is 
owned by William Israelite, his son, Stanley Israelite, 
and Herbert Singer. The senior Israelite started the 
store back in 1926. It was begun as an_ instalment 
jewelry store in an off-center location and at that time 
featured a large stock of electrical appliances. In the 
years following the store constantly graded up with the 
intention of eventually establishing itself as a center for 
quality and branded jewelry. 

In 1950 Modern Jewelers moved into a beautiful new 
store nearer to the heart of Norwich and proclaimed to 
the public that not only were they carrying the top 
brands in jewelry and watches but also sterling silver. 
bone china, and fine glassware. 

These lines were highly advertised from the very be- 
ginning. The store runs large newspaper ads of the 
institutional type. Brand names are mentioned con- 
stantly and are tied-in with the store name to give it 
additional prestige. Direct mail is also used exten- 


(Please turn to page 125) 
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they mean new profits 


(( S'FT_ZIPPos 


ull 


for fine jewelry shops! 


HOA A 











“Jewelers’ selection” of gift Zippos. Left to right: Solid gold, $192.50; sterling silver, $22 
(also available in heavy chrome, $5.75); colorful ceramic on chrome, choice of 7 sports 
designs, $8.50; lifetime engraved in color, choice of 8 sports, $4.75; rich, real leather, 
choice of leathers and colors, $6; Barcroft executive’s desk Zippo, $11.50. 





IITA 


All prices include federal tax 


Gleaming in precious metals ... genuine leathers... 
heavy chrome and rich color... Zippos have the in- 
born quality that people look for when they gift-shop 
at a jeweler’s. 


Beneath their beauty, Zippo lighters are so well 
made that they carry one of the world’s most unusual 
guarantees. It is this: if a Zippo ever fails to work easily 
and perfectly, we quickly put it into perfect working 


(DPO GUARANTEED 
© TO WORK FOREVER 
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order, without a cent of cost to owner or dealer. 


Naturally, sale of such a quality product means 
satisfied customers. And Zippo’s ‘“‘gift-wise” styling is 
matched by ‘“‘gift-minded” prices. We’re telling the 
Zippo gift story to millions in big-space advertisements 
in Life and The Saturday Evening Post. More and 
more people are buying Zippos as the perfect gift for 
any man or woman smoker. 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 


In Canada: Zippo Manufacturing Co., Canada Ltd. 
Niagara Falls, Ont. 
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by MADELINE LOVE 


a * forget the National China, Glass and Pottery 
Show in New York next month—July 18 to 23. 
The George Little Management reports that more than 
300 lines of merchandise will be on display at the New 
Yorker Hotel—American dinnerware on the 8th floor 
end, in descending sequence by floors, American glass- 
ware; domestic and imported artware; imports; Amer- 
ivan glassware and dinnerware; and both imported and 
‘mestic wares on the second. 
On Tuesday night during the show—July 20—the 
National China Glass and Pottery Association will hold 
4 four-hour moonlight sail on the Robert Fulton. Walter 








S. Andres, New York manager of the Fostoria Glas. 
Co., is chairman of the committee in charge of arrange. 
ments. 
* % % 

AY UNUSUAL promotion of china built entirely around 

the number “88” was staged by Savitt Jewelers of 
New Haven, Conn., during the week starting May ]3, 
Newspaper advertising and general promotion featured 
the store address—88 Church Street, just 88 steps from 
Chapel Street, and the fact that “there are 88 reasons 
to buy one of the 88 Jackson China patterns” on sale, 
with 88¢ serving as a down payment on a four-piece 
setting. Jackson is the only china carried by the store, 
and on the opening day Miss Jewell Gould, executive 
of Jackson, was presented to answer questions regarding 
china, tablesettings, glassware, and so on. One window 
was given over to a display of the 88 patterns, and an 
entire section of the store displayed the china and Val 
St. Lambert Glass, which is imported by the Jackson 
concern. 

Speaking of Jackson, the company has recently ap. 
pointed Mrs. Margaret McLenden as a field promotional 
counsellor in the Southwest territory, to visit stores and 
work in association with them and their sales forces. 


rennin line of stainless steel hollowware is being 
introduced this season by the Georg Jensen Co., 
of New York, for the first time in its history. Made by 
the same smiths who fashion the Jensen silver collection, 
the line will carry everything from plates to cream pitch- 








ee 

















19 East 26th Street (Near 5th Avenue) 
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Nationally Advertised 


| 


OPEN STOCK 
DINNERWARE 


he Send 


Pattern No. 30840 


from 


LORENZ 
HUTSCHENREUTHER 


Available in Place Settings, 
Open Stock and 94 and 
64 Piece Sets 


See us at National China, Glass, Pottery Show, Hotel New Yorker, July 18-23, Rooms 532, 533 


PAUL A. STRAUB & CO., INC. 


Established 1915 


New York 10, N. Y. 
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ers and coffee pots. And like the Jensen stainless flat- 
ware, Which has been on the market for some time, it 
will not only be sold in the Jensen store but will be 
wholesaled by that division of Jensen. 

The line had its first showing at the press party held 
by Jensen's April 21 to show the firm’s Scandinavian 
exhibition tying in with the official “Design in Scandi- 
navia” exhibit now touring the country. This exhibit 
is sponsored by the Kings of Denmark, Norway and 
Sweden and the president of the United States and 
Finland and is designed to tell Americans the complete 
story of design in those countries. Early in May, Jen- 
sen’s also gave a press party to introduce some new 
designs in Nymolle Art Faience from Denmark—one of 
them a complete dinnerware service decorated with 
whimsical interpretations of scenes from “Midsummer 
Night’s Dream.” They are done in either red or black 
against a greenish-gray body. P. Brandt-Erichsen, direc- 
tor of Nymolle, was in New York for the exhibition. 


UJ 
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x 
R. J. SULLIVAN 


—— J. SULLIVAN, who has been director of promo- 
tion and public relations for Lenox, Inc., for some 
time, has been appointed, manager of advertising and 
promotion, and Mr. Clement has been named manager 
of public relations for the china factory. Mr. Clement 
joined Lenox recently, coming from the Radio Cor- 
poration of America where he was associated with the 
public relations department. Frederic W. Hoit, general 
sales manager for Lenox, made the announcement of 
the appointments. 


R. M. CLEMENT 


ee interest taken by women—and a few men!—in 
setting an attractive table has never been better 
exemplified than it has by the statistics of McCall Maga- 
zines recent “Set a Pretty Table” contest. No fewer 
than 137,483 women wrote to the magazine for official 
entry blanks, 45,000 more got blanks from their retailers, 
and a total of 31,439 actually followed through on the 
strictly-enforced rules of the contest. To do this, they 
had to fill in a most searching questionnaire on the set-up 
of their households—a questionnaire which will provide 
the magazine with valuable information on life as it is 
really lived in these United States—and then create 
interesting table settings using china, glass and silver 
patterns illustrated in the October issue of the magazine. 
The settings were arranged in especially designed places 
on the entry blanks, and completed with swatches of 
linen and drawings or illustrations of accessories. Place 
settings of tableware in varying amounts were the prizes, 
and the winning settings will be shown in the July issue 
of McCall's. Fifty-five retailers throughout the country 
worked with the magazine in the contest. 
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“ELEGANCE” e « « from Heinrich & Co., 


classically simple border of ultra fine gold 
on black, done on coupe shape in pure white 
Bavarian china. 
5-pe. Setting 
App. $25 Retail 








Ww tid 

LISMORE”... in Irish Lead Crystal from Waterford, 
carries design deeply cut by hand; stemware, decanters, 
and jugs. 


Retail Price 
Decanter Jug 
App. $32.50 App. $21.25 


Stemware 


App. $60 a doz. 


See Our Many Lines at the 
NATIONAL CHINA, GLASS and POTTERY SHOW 
New Yorker Hotel, July 18-23 
Rooms 611, 612, 614, 615 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 EAST 23rd ST., NEW YORK 10, N. Y. 
712 S. Olive St. (Mdse. Mart) 44 York Street 
Los Angeles, Calif. Toronto, Ont., Canada 
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THE WFINE ENGLISH 


DINNERWARE 





COPELAND 


2S 

° : SPODE 
Fine English Earthenware YiSos l 
ENGLAND 














ba os SPOUE 
OPELAND’ 
English Bone China ¢ ‘LANDS CHINA 


Lowestoft Stone China 





Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 








VISTA ALEGRE 


Heirloom China from Portugal 


CARLINA, shown here, well illustrates the famous 
Vista Alegre china that has proved so successful in 
America. The center motif, ‘“‘modern Chinese,” is 
hand-decorated in greens, pinks and blues on the 
classic fluted shape. Nationally advertised for you 
—14 Vista Alegre patterns are available in open 
stock for immediate delivery. Prices and samples 
on request. 5-piece CARLINA place setting, $9 
retail; slightly higher in the far West. 


FISHER, BRUCE & CO. 
One of America’s Largest Open Stock 
Dinnerware Houses 


221 Market Street, Philadelphia 6, Pa. 
1107 Broadway, New York 10, N.Y. 


Exclusive U.S. Representative 


Visit our display in the Nation- 
al China, Glass and Pottery 
Show, New York, July 18-23 
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It’s Baseball and Jewelry Time! 


As every baseball fan knows the most famous brand 
name in Milwaukee, Wisconsin, is the Milwaukee Braye, 
baseball team. 





Bloedel’s jewelry store cleverly tied-in brand name 
merchandise with the famous Milwaukee ball club in the 
above window. In fact, this display was a triple tie-in, 


Created in April at the outset of the baseball season, 


cut-outs of Milwaukee ball players were posted to the left 


| side of the window. A large sign, in the shape of a 
_ baseball, proclaimed, “Welcome 1954 Champs!” 


Also featured in the window were a number of silver 


| flatware chests. Several feet away from the window was 


shown one of the winning table settings from Bloedel’s 
table top fashion exhibit which was held in March at 
the Milwaukee Home Show. 





The Jeweler’s Box 


(From page 107) 


the same brands of fine china and glassware as the 
department store. He will have different patterns, no 
doubt, but the brand name will be the same. Here the 
two types of stores meet on common ground to battle 
for the consumer dollar. And it is here that the depart- 
ment store’s obsession with price puts it at a disadvan- 
tage—if the jeweler makes use of his advantage. 

For price promotions are a two-edged sword. They 
may help to sell low-quality wares, but they distract 
attention from the finer brands—the very brands on 
which the store’s reputation is established and its high- 
est profits are made. Such promotions cannot cheapen 
the good quality brands, of course, but they do cheapen 
the source. And the source of a gift can often be quite 
as important as the gift itself. 

The jewelry store is the source par excellence. It is a 
rare woman who doesn’t consider her jeweler’s box as 
the choicest of all packaging for gifts which she either 
gives or receives. Because of this, the jeweler should use 
it as one of his most potent sales tools. It adds an im- 
portance of its own to the finest tableware, an impor- 
tance which few department stores can compete with. 

The gift shop, and in some communities the china and 
glass specialty shop, provide lively competition for the 
jeweler. If they are well operated, they have made their 
sift boxes important, and the informality of their store 
atmosphere beckons the customer in—which is_ not 
always true of the jewelry store. 
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But there are only a few specialty stores in the country This wise jeweler we were talking about a moment 


whose name carries the same high prestige as the jewel- ago is aware that successful competition today means 
er’s. In the average community, the jeweler need only something more than even fine merchandise, good adver- 
use that prestige effectively to hold his own against any tising, and prestige promotion—something almost as 
gift shop. His is the store which supplies most of the important as his gift box, itself. The diamonds must be 
family’s treasures—the engagement rings, the wedding guarded, of course, but china and glass need no lock and 
rings, the fine jewelry and watches, flatware, silver key. They should be displayed in the open, readily 
accessories—and their value is reflected in the box available for personal inspection by the looker who may 
which packages everything else bought in the store. easily turn into a customer. 

To translate this natural advantage into terms of sales. She is free to do this in competitive stores. ‘7ift shops 
the wise jeweler uses every possible means of promoting have made a profitable thing out of letting their cus- 
the quality which his box symbolizes. He never allows tomers browse, and no woman is timid about wandering 
himself to compete pricewise with his competitors, but through a department store, whether she buys or not. 
stresses the value, beauty and general desirability of Many jewelers have become aware of the value of this 
the ware. Through newspaper advertising, radio and sense of shopping relaxation and have given their stores 
television, and by direct mail he invites prospective cus- —particularly the china, glass and gift sections—a set- 
tomers to the store. And when they are there, he is ting that invites the passer-by to come in and see. Its 
ready with authoritative information about the ware effect as a sales-builder might well tempt other jewelers 
and its correct and most attractive usage. to do the same. 

Now this information is simple to get. Every manu- Service is another facet of the tableware busines 
facturer of high quality china, glass and flatware has which, in theory at least, the jeweler shares with his 
plenty of easily-digested literature which they are more competitors. Here the average department store—and 
than glad to supply to their dealers. Some of them have frequently the specialty shop—often fails its customers 
color motion pictures which tell the story of tableware. completely. Service includes friendliness, courtesy, and 
The national women’s magazines give interesting new above all, the sincere wish to be helpful. 
ideas in table settings. Your own business magazine. Customers are, after all, people. They respond to a 
JEWELERS’ CIRCULAR-KEYSTONE, keeps the jeweler alerted pleasant manner and a warm smile, even as you do. They 
to new designs and the latest developments in the busi- like best to shop in a store where the sales people cheer- 
ness, and the facilities of the organization are always fully try to help them find just the right thing and show 
available for merchandising information. no sign of irritation with a dilatory or indecisive cus- 



































. in leading magazines reaching a potential 
buying audience of millions—BRIDES MAGAZINE 
MODERN BRIDE, GUIDE FOR THE BRIDE, HOUSE 
BEAUTIFUL, LIVING FOR YOUNG HOMEMAKERS, ? 
———s Ci. of Euro e%s Finest e 
P QPNCON, 
AY “KA VO 
35 BEAUTIFUL PATTERNS from Bavaria =< 
Styled for beauty and crafted for quality, in fine translucent china— 
superb glaze—gold or platinum trim—in shapes and decorations keyed 
to the discriminating demands of today’s homemaker. 
Priced to retail from $6.95 to $17.00 for 5-pe. Place Settings. Stocked in 
New York for IMMEDIATE DELIVERY. 
We cordially invite you to inspect our complete line at the: 


e NEW YORK CHINA & GLASS SHOW ® 
Hotel New Yorker ® Room 512 
JULY 18-23 





Write for illustrated literature. Information on Dealer’s Aids available 
upon request, 





“HELENE” 
Young green berries and fragile pink blossoms on transitional modern shape trimmed 
with finest gold. 5-pe. Place Settine with 101/>" dinner plate: $13.00 Reta (Slightly 


higher South & West). 
39-41 WEST 23rd STREET 


~ HERMAN C. KUPPER. INC. NEW YORK 10, N. Y. 
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4ENNA WOODS 
‘Royal Vienna Augarten 


| This exquisite hand painted pattern is a steady favorite 





country. Available in complete open stock dinnerware, it 
exemplifies the tradition and skill which has made Royal 
5 Vienna Augarten famous since 1718. 


While in New York for the China Show, be sure to visit our 
showrooms and see the complete selection of unequalled china. 


bdon Art Grn vortin Ce SY, vs 
/ d 


41 225 Fifth Avenue New York, N. Y. 
*T. M. Reg. 








and is a constant best seller in stores throughout the 
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250-380 SOUTH RAYMOND 


PASADENA, CALIFORNIA 


f / " 
Circa Rese 
and... “if you prefer a conventional rose motif, this pattern is your answer in 
tones of cocoa to match the narrow cocoa color band. Available in regular, fluted, 


or coupe shape at $15.50 a 5-piece place setting. Write for your free leaflet. 
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Gift Items" 


It’s easy! It’s profitable! 


STAMP NAMES or 
MONOGRAMS 














| Fountain Pens 
Leather Goods 











NOW YOU CAN RENT 
the simple, easy-to-use 


KINGSLEY  ¢<geer ~| 
Write for details BASS RE 


— 





Me, 
Bi 
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STAMPING MACHINE CO. 
Kingsleg HOLLYWOOD 28, CALIFORNIA 
























THE JEWELERS 
DICTIONARY 


COMPLETELY REVISED 
* SECOND EDITION x 


$600 POSTPAID 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42ND ST. NEW YORK 17, N. Y. 


Check or Money Order Must Accompany Order 
DO NOT SEND CASH 























SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


EARRINGS & BRACELETS 


JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 











THE JEWELERS’ CIRCULAR-KEYSTONE 





ied pains a aa aa Se pie Ma fe ai i gael % 















ord to 
the wise. 


PICTORIAL’S JEWELRY BOXES 
for the right STYLE - DESIGN- COLOR 


Include all your packaging needs in ONE 
ORDER. Pictorial offers America’s most complete line of 


Shop early! 


packaging aids for the jewelry store. They specialize in 
printed and steel die stamped set-up and folding boxes that 
are satin lined or cotton filled, metal jewel cases, ring boxes, 
stickers, and repair envelops. ORDER NOW’! Buy direct 
from the factory and save money. Get the boxes you want 
in style, color and design . . . and get them atthe price 
that is right. But order NOW before the rush’ 


MAIL COUPON FOR CATALOG 


If you do not already have Pictorial’s 
Catalog, get your name on the list for the 
next edition. Select the boxes and wrap- 
pings you'll need for the rest of the year 
and our salesman will be ready to take 
your order when he calls. 


gr “THE PACKAGE IS PART 
[Qs OF THE PURCHASE” 


PIGTORIAL PAPER PACKAGE CORPORATION 


232 SOUTH LAKE STREET 
AURORA, ILLINOIS 


(COUPON) 


15116 MERCHANDISE MART 
CHICAGO, ILLINOIS 


PICTORIAL PAPER PACKAGE CORP. 
232 South Lake Street 
Aurora, Illinois 


Please send the New Illustrated 1954 Catalog 
of your complete line of Gift and Jewelry Boxes, 
Wrapping Papers and Supplies. 
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So many “‘backstamps 
| of masters’ to choose from... 


all under one roof at 
~~ Eheling & Reuss Company 
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from the 
celebrated kilns of 
CARL SCHUMANN 
of Bavaria 


Platinum Elegance 
$13.09 





rom the internationally 


famed kilns of 
JAEGER 


of Bavaria 





Alpine 
$6.00 


The patterns shown here aze just three of many 
imported dinnerware EXCLUSIVES carried 
open stock by Ebeling & Reuss...a mere sampling 
of the kind of collection that has earned for them 
this reputation since 1886 — 





“For fine dinnerware, it’s Ebeling & Reuss Co.”’ 


| Other Bavarian dinnerware patterns to retail from $5.50 to 
| $21.00. English Bone China from $15.00 to $24.50. Prices listed 
under patterns are RETAIL, for 5 piece place setting. Patterns 
are offered on an exclusive basis. Write for complete details. 


EBELING & REUSS COMPANY = Established 1886 
MAIN OFFICE, Dept. JK6, 707 CHESTNUT ST., PHILADELPHIA 6, PA. 


NEW YORK 10 CHICAGO 54 LOS ANGELES 14 
225 Fifth Avenue 1557 Merchandise Mart 527 West 7th Street 























No miner matter, this! 


GOLDEN PROFITS 


await you at the 


REGISTERED CALIFORNIA 
GIFT & DINNERWARE SHOWS! 


@ NEW YORK 


Hotel Vanderbilt 
August 22 through 27 
Another Sunday opening! 
Hours: 9 a.m.—6 p.m. 
Except Friday, August 27 
9 a.m.—l p.m. 
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®@ CHICAGO 


Hotel Morrison 
August 1 through 11 
2 Sundays to shop! 
Hours: 9 a.m.—6 p.m. 
Except Saturday, August 7 
9 a.m.—l p.m. 





No need to be a “Miner Forty-Niner’—or even a rainbow-chaser. 
There’s a “pot of gold” for you in these nearly 100 California lines. 
Fact is, each one will bring you golden profits by the pot-full. 





REGISTERED CALIFORNIA, INC., 805-806 Brack Shops Building, Los Angeles 14, California 
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For Profitable Replacement Sales . . 


Keep On Hand A Stock of These 
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Stainless Steel Blade 


by “Woethampton 


For New Goods or Repairs 
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-Lok 
&. Gra-Lo 


B. Cap Lifter (Hook Type 
D. Cheese Scoop 


A. Bottle Opener (Ring Type) 
C. Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 


NORTHAMPTON CUTLERY COMPANY 
NORTHAMPTON 2, MASS: ESTABLISHED 1871 


Illustrated is a selected group of staple Ear 
Wires, Ear Screws, Pierceless Ear Wires and 
the new Gra-Lok* Ear Clip. This new clip has 
received favorable recognition as the most 
comfortable ear clip made. 


Order a supply of these W R C Findings today 
from your material jobber. 


*Trade Mark 


W. R. COBB Company 


101 Sabin Street, Providence, R. I. 
New York Office Chicago Office 
320 Fifth Avenue 29 East Madison Street 


Patent Pending 
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tomer. But service means, also, a willingness to go to 
much trouble to find that elusive “something” which the 
customer wants. 

Perhaps this “something” is nothing more than a 
matching of a dinnerware pattern. If it is not immedi- 
ately available at the store, does the jeweler follow 
through and try to get it from manufacturer or im- 
porter? Or does he, as all too many department and 
specialty stores do, try to evade the issue by hinting that 
the pattern is no longer made; or if he agrees to obtain 
the matching, does he send for it at once or wait until 
there is an accumulation of orders for matchings? 
Either way. the customer is displeased with the store or 
manufacturer—or both. 

But real service, freely given in an atmosphere of 
friendly courtesy, plus the impact of the jeweler’s pres- 
tige. can win the lion’s share of tableware business from 
competitive stores. All of this is—or should be—repre- 
sented by the jeweler’s box, a psychological tool of domi- 
nant power. 





It’s the Customer’s Move 
(From page 105) 


Its founder. J. Herbert Hall, was a traveling salesman 
who toted a full pack in the early 1890s. With an Indian 
guide to lead him through the bad lands of North Dakota 
and the forests of Canada. he traveled the wilderness on 
foot displaying his line of fine stones. In those pioneer 
days, lumbermen and miners were his only customers, 


and they turned their money into jewels for easy han- 
dling and protecting. 

For five years Hall tramped through the wilderness, 
carrying his “store” on his back; then, having had 
enough of the rugged life. he headed for southern Cali- 
fornia and the tiny community of Pasadena, where he 
founded the jewelry firm that bears his name today. 


Meet the People... 
(From page 116) 
sively and as a result the store owns an addressograph 
machine. 

Singer's talks and movies have done their part in 
bringing customers into the store. Where he originally 
called upon organizations to offer his services, today he 
is much sought after. In fact, after each lecture people 
come in to the store to see the styles and patterns demon- 
strated by Singer. 

Films for lectures are provided by many of the store’s 
suppliers of china, silver, and glassware. In addition, 
the store has had interesting educational displays to 
which a large part of its shelf space has been devoted. 
When certain educational exhibits that feature the his- 
tory and manufacture of some especially interesting mer- 
chandise are on display, classes are invited from the 
high school. The youngsters are given an educational 
talk on the exhibit and they usually go home taking 
souvenirs from the Modern Jewelry Store. At the last 
exhibit, each student was given a spoon, a fairly expen- 
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GOLD ° 









s 
Strictly Refiner 


| Not Manufacturers 


of Jewelry 





21 West 46th Street 





Metals of Guaranteed Purity 


SILVER * PLATINUM ° 


IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


I 


We solicit your Sweeps = 


Filings—Scrap Gold and 


Platinum—Metals 


Your Ol Gold Shipments 
WILL RECEIVE 
S ecial _Altention 


| Kastenhuber & Lehrfeld, Inc. 


Tel. JU 2-2320 
+. Est. 1895 tk 





PALLADIUM 


New York 19, N. Y. 
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The lighter with 


the flame you aim... 


the Beattie Jet Lighter 


out in front for jewelers’ profits! 


TILTED jet 
flame for pipes 


UPRIGHT 


cigarettes 


The Beattie Jet Lighter with a two-way 
flame gives you two-way sales support, too! 


The Beattie Jet is backed by years of 


national advertising. And it’s the only lighter of its 
kind with thousands of enthusiastic users 

acting as “salesmen” for you. This means fast 
turnover and the profits that go with it. So keep 


the Beattie Jet Lighter out where your customers 
can see it. Watch it sell itself! 





The Flame 


you aim 


W Why Beattie Jet Lighters sell so easily... 


1. Two flames—jet for pipes—regular for cigars 


and cigarettes. 
. The only jet lighter that works on standard 
lighter fuel, always at hand. 
Wick lasts indefinitely. 
. Longest flint. 
. Easy to fuel—holds more, too. 
. Guaranteed to work. 
. 10 models retailing from $6.85 to $27.50. 
. Consistently advertised. 


ONAN AwW 


For full information or display material write to 


BEATTIE Tg | INC. 


19 East 48th Street, 


New York City 





for cigars and 











sive form of advertising—but one which the proprieto, 
of this store feel pays off, not only in creating good.yjj 
for the present, but also for the future. 

In all lectures and exhibits, Singer stresses the quality 
and the beauty of the items on display. In purchasing 
silverware, china, and glassware, the owners look for the 
unique, the distinctive and the beautiful styles. They 
believe that they have one of the largest selections of 
quality merchandise in these lines in eastern Conneetj. 
cut. 

In featuring the fine lines of sterling, china, and glass. 
ware, as Singer explained it, they have not neglected 
their jewelry merchandise. That end has more than held 
its own. In fact, the many customers and visitors who 
are drawn into the store by the table top fashion lines 
have added to the jewelry sales. 

Each year has seen an increase in the store’s volume. 
With continued st.ess on the table top lines and a con. 
tinuation of the store’s policy of constant advertising 
backed by special lectures and exhibits, Singer feels 
that he and his partners have found the formula of 
continuing to build a substantial business. 


The Jeweler’s Box Can Be Merchandised 


(From page 111) 


are planned imaginatively, they offer much wanted ideas 
for the hostess for her own table—and she is the best 
bet for additional tableware business! So do plan to 
use table settings both in the window and in the store 
in your tableware promotion. 

Sketch b utilizes a series of square shadow boxes 
against the background to spotlight individual groupings 
of china, crystal and silver flatware patterns. One place 
setting is arranged on the window floor. The jeweler’s 
gift box is again featured, ribbon-tied and with a copy 
card. A copy scroll extends from the background, for- 
ward, with such copy as “Here are Patterns in Fine 
China, Crystal and Silver to Delight your Heart!” Small 
cut-out hearts are scattered across the background. The 
shadow boxes are simple box shapes made from light 
plywood or beaverboard with a plate hanger and clips 
for flatware to hold the merchandise in place. The stem- 
ware can stand without holders, but a little dab of 
plasctolene under each glass may keep them from 
shipping. 

The shadow boxes can be suspended from the window 
ceiling. or for firmer mounting, they may be nailed to 
the window background or if this is not possible, to 
panels standing against the background. If the panels 
are used, they should be covered in the same material 
as the background, so that they are not conspicuous and 
the shadow boxes alone will stand out. The shadow 
boxes can be painted inside and out, or the inside can 
be lined with fabric or paper. A light color should be 
used inside the box to give the greatest light reflection 
for the merchandise. 

Sketch C again suggests the bridal or anniversary 
theme and also offers a purchasing plan for acquiring 
a complete table service. On the large free-form shaped 
elevation to the left, are grouped service for four in 
china, crystal stemware and silver flatware. To the right, 
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smaller free form pads hold groupings of suggested 
additions to be made at intervals. The copy card in the 
center of the window outlines the purchasing plan. 
Additional pattern suggestions are arranged on cylinder 
elevations at the rear. A pair of papier mache or plaster 
bells are suspended from the center background with a 
crisp bow and streamer of ribbon. Another copy ribbon 
‘s tacked beneath the bells reading—‘Fine tableware 
for Wedding and Anniversary Gifts.” 





Suecess with China and Glass 
(From page 109) 


ture course at our store for the students. We agreed 
and arranged in two evenings each week to lecture 
sroups of 50 students. The lectures ran the regular col- 
lege period of 50 minutes and, all told, we addressed 
some 1500 students. 

Of course, it was necessary to plan carefully the 
subject matter for theze lectures. We did considerable 
research and came up with material which we believed 
would be instructive as well as interesting. 

I usually spoke on quality factors in sterling and 
silverplate, and their manufacture. As for china, I found 
it very effective to take a broken piece of china, a broken 
piece of earthenware, and by using the ink spot test 
demonstrate the absorption qualities of the two. Whereas 
the china being fully vitrified, it usually absorbs the 
minimum. The earthenware, not being crystallized 
throughout. absorbs more readily. We also made it a 
point to demonstrate the difference in quality and color 
between the bone and the feldspar types of china. 

Time was also set aside for a discussion of crystal, 
where we explained quality factors and manufacturing 
processes. The next point of emphasis was on period 
design, tracing the history of tablewares and their uses 
in relation to architecture, furniture, etc. 

Our own Mrs. Barton lectured on how the items should 
be placed on the table for different occasions—the fold- 
ing of napkins—and the placing of silver, china and 
glass in their respective positions. This proved very in- 
teresting to students, as did her talk on the proper care 
of silver, china and glass. Mrs. Barton covered these 
subjects thoroughly, usually taking about 20 to 25 
minutes for this part of the lecture. 

At the conclusion of each lecture, the girls were en- 
couraged to browse about the store to view our table 
settings and ask questions. 

The importance of these lectures cannot be over- 
estimated. They brought our store in direct contact with 
a large group of ladies who. obviously, are future pros- 
pects for jewelry store merchandise. 

I believe it is very important that more jewelers lec- 
ture, write articles, appear on television programs and 
before clubs whenever the opportunity presents itself. 
Every business man must keep himself and his business 
in the public eye. However, it is important when appear- 
ing before groups of people to come armed with inter- 
esting and educational information. I also believe that 
some of the sales people should be present at each of 
the appearances—not only to help out but at the same 
time to increase their own knowledge and thus improve 
their salesmanship. 


FOR JUNE, 1954 
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The more items you can put out on open disp 
with legibly price-marked ticket for easy reading and im- 
pulse buying, the more time you have for sales requiring 
more individual attention. That's one important way to 
please impatient customers and stop “walk-out dollars.” 
The first step is accurate, tamperproof price-marking of 
every kind of merchandise. That’s quick, easy and eco- 
nomical with a Monarch Junior price-marking machine. lt 
price-marks 60 sizes of 9 styles of tickets, tags and labels, in- 
cluding the new pressure-sensitive Senso labels that need 
no moisture. Monarch Junior is hand-operated, easy for 
any employee to learn. (Also available with motor drive.) 
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Al2 271 


55/6 19 
$1.00 








Fill out, clip and mail the handy 
© coupon to get illustrated 
_ folders and sample tickets 
- without obligation. 






MONARCH Junior 
Price-Marking Machine 


$75* F.O.B. Factory 
*Prices quoted are for the U.S., possessions and Mexico. State, City taxes, when applicable, extra. 


The MONARCH Marking System Co. 
216 South Torrence Street, Dayton 3, Ohio 


Please send illustrated folder on Monarch Junior price- 
marking machine: also sample Monarch Tickets, Tags and 
Labels suitable for my business. 


fore Name___ ————“‘i‘“‘i; 


Address. —sessCsCS<‘(O a 





Post Office___ Zone 











Now, the prestige of YOUR QWN Imprinted String Tags o! 


To METALLIC FOIL 


Retail Jewelers that cost no more than ordinary imprinted tags 
in the Southeast: ons 


You are Cordially Invited 


he 1954 FALL SHOW || Mignenhaanmtante 











designs in all sizes, add 
Southern glamour fo your merchan- 
Jewelry Travelers dise... quickly attached 
Association easily marked with free 
stylus or pen 
To Do Your WATCH BAND TAGS 
Christ. ae Shopping in JULY in metallic or plastic . . . imprinted 
ae: | ie with your own identifications. 
aff un: 12 air-conditioned roof! 
ATTACHED to the FINEST JEWELRY in AMERICA jewelry tags by 
Te Got Whe ARCH CROWN assure you the finest craftsmanship and prestige 
Best BUY in “Sell” Appeal ARGH CROWN IA in 
/ =rfal r U haw 
. ~ (Ley »] 
To See All Major 277 Halsey St, Newark 2, NJ. 2 
Nationally Advertised Lines 
of jewelry, watches, silverware, china, | 
diamonds, crystal, glass, li 
laine SINCE 1887 
See New Products BOWMAN TECHNICAL SCHOOL! 
| New Styles The long waiting-list to enter B.T.S. is now 
| New Pr om oti ons pons and you can set any date you wish, to 
' egin your course. 
New Packaging A very fine new book of facts about B.T.S. 
‘ and its work: Your Future and Our School, 
New Displays age you -_ — —— by a 
1.5. course, and w m: ‘ : 
that SELL .... and spell write for it. pees 


B.T.S. duat State Board ex- 
PROFIT FOR YOU! ty << to Gad ier Weak 
maker tests of H.I. of A. 


. Highest authorities say B.T.S. is the best 
* Entertainment * school. Courses approved for Korean P.L. 550 


Top Broadway Artists! and P.L. 894 veterans. 


Courses in Watchmaking, Engraving and 


* Prizes * Jewelry Repairing. 
including « Caribbean trip for two! i oon free book! Your Future and Our 
JULY 18-22 | to BOWMAN TECHNICAL SCHOOL 
DINKLER-PLAZA HOTEL, ATLANTA, GA. Bowman Building, 


Lancaster, Pa. 


R.S.V.P. To: 


Surly Sacks, Entertainment Chairman John J. Bowman, g@aumupeens a So Charles Ezra Sewman, 
southern Jewelry Travelers Association Director i ee Registrar 
721 Grand Theater Bldg. eee To Sh f 
Atlanta, Ga. 

















128 THE JEWELERS’ CIRCULAR-KEYSTONE 

















DREIFUS TO HEAD TAX COMMITTEE. Fred B. Dreifus, Dreifus Jewelry Co., Memp! s, Te 
has been named chairman of the Jewelry Industry Tax Committee, succee .ng Vi r 
Paul. A member of the Tax Committee since its inception, Mr. Dreifus also he 
been a director since 1940 of the National Jewelry Association. It should be 
noted that at the 40th annual convention last month of the Maryland, Delaware 
and District of Columbia Jewelers Association, members voted a cont. bution of 
$1,000 to the Jewelry Industry Tax Committee to Support the continued f’ ght for 
complete excise tax relief. The contribution was voted upon a metié™ of 
Bernard Burnstine, a Washington, D. C., jeweler. > Biw 3 


TRADE CONFERENCE HELD ON DIAMOND RULES. On May 6, a trade practice confer:nce on 
diamonds sponsored by the Federal Trade Commission was held at the Hotel 
Biltmore in New York City. The rules presented by the Diamond Council of the 
Jewelers Vigilance Committee were, in general, favorably received by various 
segments of the industry. The new rules will be issued by the Federal Trade ie 
Commission after it has had an opportunity to consider them. A public hearing 
will then be held at which time all interested parties, including consumers, 
may present their views, criticism and suggestions. 


INVENTORY DETERMINATION LAW BEING CONSIDERED. Retail jewelers may be in for anc’ . 
tax break in the form of a better inventory determination law. Congress *~ 
before it a proposal to add a "cost or market" inventory provision. ‘% 4i€ 
cost or market plan, a jewelry store operator may use either his cost of an 
item, or the market price at the time, whichever is lower, to compute the txx 
value of his inventory. Retailers feel this would provide valuable insurance 
against any sharp downturn in business. 


TRADE DIVERSION HIGHLIGHTS STATE CONVENTIONS. April and May are popular months for 
State retail jewelers conventions. It is interesting to note that at the major- 
ity of these conventions the number one topic on the business agenda was "The 
Discount House." This serious problem was aired at the California, New York, 
Massachusetts and Rhode ISland jewelers' conventions. 


GOVERNMENT INVESTIGATING ILLEGAL USE OF METAL. Business and Defense Services Admin- 
istration is getting ready to crack down on any manufacturer who may be using 
federal metal ratings for illegal or unauthorized purposes. The government's 
enforcement staff is investigating several cases, four of which involve illegal 
procurement of scarce nickel. In one case, more than 40,000 pounds is involved. 
Defense work has first call in the limited supply of nickel. 


A CASE OF MORE BOOKKEEPING. Additional bookkeeping for jewelers is in prospect 
unless representatives of the retailing, service, and manufacturing industries 
are successful in blocking an Internal Revenue Service plan to require business 
to file lengthy and detailed reports of all excise tax collections. At confer- 
ences scheduled in early June, business spokesmen will protest that the proposed 
new reports (Form 720) will place an unnecessary and almost impossible added 
burden on business. The cost of keeping records and computing data for the 
proposed forms will add to the price of many goods at a time when increases are 
virtually impossible, the business spokesmen say. The new form would become 
effective July 1, unless business is successful in its objection. 
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Proposed Diamond Rules Presented at 
Federal Trade Commission Hearing 


Officers dnd representatives of leading 
trade associations in the jewelry industry, 
as well as diamond importers, manufactur- 
ers, wholesalers and retailers, met at the 
Hotel Biltmore in New York City, May 6 
for a trade practice conference sponsored 
by the Federal Trade Commission. 

Lowell B.* Mason, FTC Commissioner, 
opened the conference and called for co- 
operation of all segments of the jewelry 
trade in arriving at a “common _ under- 
standing of the rules of fair play and a 
common acceptance of them.” He spoke 
of the desirability of trade practice rules 
affecting diamonds and complimented all 
organizations which had given impetus to 





e rules presented for consideration at 
the conference were prepared by the Dia- 





vement to establish such regulations. 


mond Committee of the Jewelers Vigil- 
ance Committee under the chairmanship of 
Walter N. Kahn in cooperation with rep- 
resentatives of the diamond industry. 

The rules presented are designed to pre- 
vent unfair methods of competition and 
unfair or deceptive practices and to main- 
tain ethical competitive standards for the 
protection both of the industry itself and 
the general public. 

It was pointed out by several represen- 
tatives that the proposed rules must be 
simple and clear so as to permit immediate 
action against the offending party. Most 
of the jewelry industry trade associations 
suggested that the diamond rules, as pre- 
sented, should be adopted with little or no 
change. 

The use of the word “gem” as suggested 











Brandeis University, Jewelry Industry 
Hold Dinner to Honor Cecil D. Kaufmann 


A Friends of Brandeis University dinner 
in honor of Cecil D. Kaufmann, head of 
Kay Jewelry Stores, Inc., was held by the 
jewelry industry the evening of April 26 
at the Plaza Hotel, N. Y. At the event, Mr. 
Kaufmann was made a fellow of the Uni- 
versity, which is located in the city of 
Waltham, Massachusetts. 





A large number of prominent people in 
the industry attended. Co-chairmen of the 
event were Harry D. Henshel, Bulova 
Watch Co.; Oscar M. Lazrus, Benrus 


Watch Co.; Craig D. Munson, Interna- 
tional Silver Co.; Gustav H. Niemeyer, 
Handy & Harman; and W. Waters Schwab, 
J. R. Wood & Sons. 





Shown seated, left to right, on the dais at the Friends of Brandeis University dinner in 
honor of Cecil D. Kaufmann are Mr. Kaufmann, Harry D. Henshel and Dr. Abram L. Sacher, 
president of the University. 
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in the rules came in for considerable dis. 
cussion. The proposed rule states: “It js 
an unfair trade practice to use the word 
‘gem’ to describe, identify or refer to any 
diamond which does not possess the re. 
quisite beauty, brilliance, value and other 
qualities necessary for classification as 
a gem.” 

Considerable discussion took place about 
the coloring of stones by means of such 
advanced techniques as nuclear bombard. 
ment through new atom-smashing devices, 
(See pages 76 and 77 of JC-K’s May issue 
for article entitled “The Present Status of 
Diamond Coloration Treatments.”) The 
question arose as to whether it may be 
necessary to label the products of such 
atomic bombardments as “man-made” 
“artifically” colored or changed. Among 
the technical participants in this subject 
were Dr. A. E. Alexander, of~ Tiffany’s; 
Dr. Frederick H. Pough, Gem Consultant 
of JC-K; and Robert Crowningshield, of 
The Gemological Institute of America. 

An additional rule covering the improper 
use of such terms as “Certified Perfect” 

“Certified Blue White” was presented 
by Cecil D. Kaufmann of the Kay Jewelry 
Chain. 


ENFORCEABLE RULES NEEDED 


G. H. Niemeyer, Chairman of the Jew- 
elers Vigilance Committee, spoke in ad- 
vocacy of the proposed rules. “For 4 
years this Committee has been interested in 
this industry,” he said. “Our only interest 
is in finding rules which are enforceable. 
I know of no industry that can suffer 
greater from rule violations than this one. 

“We would like to be able to carry vio- 
lators of the rules before the Commission 
since we have to depend on the Federal 
Trade Commission a great deal. We believe 
there will be compromises in getting these 
rules established but let’s have common 
sense so we can make them work.” 

Byron L. Shinn, of Lipper, Shinn and 
Keeley, Counsel for the JVC, was called on 
throughout the proceedings to offer opin- 
ions about the interpretation of the rules 
and their intent. 

Presiding at the conference was James 
A. Blalock, attorney for the Rule-Making 
Unit, Bureau of Industry Cooperation of 
the Federal Trade Commission. 

The new rules will be issued by the 
Federal Trade Commission after it has 
had an opportunity to consider them and a 
public hearing will then be held at which 
all interested and affected parties, in- 
cluding consumers, may present their 
views, criticisms and suggestions. 
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1,000 Wholesalers at Providence 
View Nearly 500 Lines at Fall Shows 


Showings of fall jewelry lines in Provi- 
dence during the first three weeks of last 
month attracted 1,000 wholesalers and 
their representatives from all parts of the 
country, Canada, Mexico and many other 
distant points. 

As a result, manufacturers are very 
optimistic about fall business. They expect 
the season to be good or better than a 
year ago. 

Nearly 500 manufacturers’ lines were 
shown. Of these 230 participated during 
the first week in a showing sponsored at 
the Sheraton-Biltmore Hotel under the 
auspices of the New England Manufactur- 
ing Jewelers’ & Silversmiths’ Association. 

The lines were exhibited on four and 
a half floors of the hotel. The showing 
division opened its show on Saturday, 
May 1, with the unveiling of an exhibit of 
products of participating firms in the Pro- 
vidence station of the New Haven Railroad. 
Mayor Walter Reynolds of Providence 
opened the exhibit. 








Buyers were reportedly selective, but not 
cautious. They were on the alert for new, 
bright jewelry items. Manufacturers who 
had them to offer did large volume busi- 
ness. 

One manufacturer said he sold enough 
merchandise on May 1 and 2 to provide 
his factory with ample production for the 
season. 

Another, whose line was _ particularly 
bright and attractive, reported tremendous 
business in dollar goods. During the course 
of the show his factory went on a two 
shift basis. He said another 40 to 50 
persons would be added in the next few 
weeks in order to insure deliveries. 

Still another house reported high volume 
sales of the more expensive lines. 

Sales followed no pattern except that 
attractive lines were well patronized. A 
number of manufacturers reported disap- 
pointment with the results. They com- 
plained that buyers were attempting to ar- 
range long-time credit and in some cases 


TO Tk 


George R. Frankovitch, left, executive secretary of the NEMJ&SA, officials of the Associa- 
tion and Mayor Walter H. Reynolds of Providence, second from right, marked the opening 
of "Jewelry Buyers’ Month" in ceremonies at Union Station on May |. Left to right are: 
Mr. Frankovitch; Max Kestenman, co-chairman of the executive committee of the NEMJ&SA 
Jewelry Showing Division; Angelo DelSesto, chairman of the executive committee; Mayor 
Reynolds; and Olof V. Anderson, chairman of the publicity committee. 


Throughout the NEMJ&SA showing at- 
tendance of wholesalers surpassed expecta- 
tions, which were based on advance regis- 
tration and the experience of former show- 
ings. 

Beginning on May 9 and continued to 
May 20 the Manufacturing Jewelers’ Sales 
Association, Inc. conducted a similar show- 
ing on four floors of the Sheraton-Biltmore 
with 250 lines represented. 

Many of the buyers attending the last 
part of the former showing stayed over 
for the beginning of this event. To these 
were added approximately 400 additional 
buyers, again representing wholesalers 
from points both inside and outside the 
United States, 

About 50 firms not included in the 
second showing conducted an independent 
marketing period beginning May 9 at the 
Narragansett Hotel. 
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tried to cut prices. 

Numerous reports were received on new 
wholesaler accounts resulting from the 
showings. 

The large attendance of buyers evi- 
denced their interest in such marketing 
periods, by means of which they can see 
large numbers of lines in a two or three 
day period in a concentrated area. 

One buyer stated that he had been able 
to get his fall line together in three days 
where it would have taken him several 
weeks to accomplish it had he been forced 
to visit the plants individually or wait to 
have manufacturers’ representatives visit 
him. 

The concentrated showings also benefit 
the manufacturer in giving him an early 
idea of demand for his line. 

In the Providence-Attleboro area this 
has resulted in earlier activity in the jew- 








elry plants both spring and fall. The lull 
that usually occurred after the pre-Christ- 
mas rush ended in mid-November has been 
eliminated. The March-April slowdown 
persists, but to a much milder degree. 

In order to keep Providence the “Jew- 
elry Center of the World” the New Eng- 
land Manufacturing Jewelers’ & Silver- 
smiths’ Association is progressing on plans 
for a permanent jewelry center in down- 
town Providence. This will be a year- 
round service to jewelry buyers, but will 
not take the place of the semi-annual 
jewelry showings. 


International Silver 
Reassigns Sales Heads 


The International Silver’ Co., Meriden, 
Conn., has announced a reassignment of 
sales department personnel and sales re- 
sponsibilities. 





JOHN D. SHAW 
General 
Sales Manager 
Direct Lines 


J. B. STEVENS 


General 
Sales Manager 
W holesale Lines 

Vice-President for sales is Craig D. 
Munson; director of customer relations’ is 
A. L. Zeitung; and manager of product 
planning is H. C. Wilcox. 

General sales manager for wholesale 
lines is J. B. Stevens, with responsibility 
for the direction of the following: 1847 
Rogers Bros. and Wm. Rogers & Son sil- 
verplated flatware, with S. C. Hemingway, 
Jr., as sales manager, and J. J. Hogan as 
assistant; International and Rogers brands 
of silverplated holloware, with J. W. Hos- 
dowich as sales manager; promotional lines 
of silverplated flatware, stainless and 
Rogers Sterling, with E. R. Hackbarth as 
sales manager; and special contracts, with 
A. E. Irwin as manager and J. C. O’Brien 
as assistant. 

General sales manager for direct lines is 
John D. Shaw, with responsibility for the 
direction of the following: International 
Sterling flatware and Stainless by Inter- 
national, with H. F. Corcoran as sales 
manager and H. R. Tilley as assistant; 
International Sterling hollowware, with H. 
Corbin as sales manager; Holmes & Ed- 
wards, with H. D. Lockwood, Jr., as sales 
manager and C. D. Munson, Jr., as as- 
sistant; and Webster-Wilcox plated hol- 
lowware and ecclesiastical ware, with R. 
Bertina as sales manager and F. P. O’Neill 
as ecclesiastical manager. 

J. C. Densome has succeeded H. D. 
Lockwood as manager of the Pacific Coast 
division. Other sales and advertising per- 
sonnel remain unchanged. 
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Two New Appointments 
Announced by Oneida 


rollewing a board of directors meeting 
on April 26, M. E. Robertson, president 
and general manager of Oneida Ltd., an- 
nounced the following executive appoint- 
ments, effective the first of May. 





; 


~ 





ee | 
F a ¢ 3 
RICHARD A. DUDLEY E. 
BLOOM SANDERSON 
V. P. and V. P. and 
General! Director of 
Sales Advertising 
Manager and Merchandising 


Richard A. Bloom, vice president and 
director of sales in charge of the Special 
Sales Division, .u.ves up to the newly 
created podsition:,0f vice president and 
general sales manager. In his new position 
Mr..Bloom:v.ill have the responsibility for 
marketin; -.f all of Oneida Ltd.’s more 
tnan Ab trade-marks. 

Dudley E. Sanderson, vice president 

1 set-r of sales in charge of adver- 
‘eed brands, moves up to the other newly 

*ted position of vice president and 
‘ch * advertising and merchandising. 

Mr. Blo: nm, wha was born in Buffalo. 
joined Om .. wid. in 1930. After a brief 
career in the office, he became manager 
of the leased silvr-rware department in 
Mey Brothers Co. in Syracuse, N. Y. In 

‘5 he jos.«} the Community Division 
S torce, snd in 1939 he became sales 
manager of the Hollowware Division. Dur- 
ing World War II he was manager of the 
War Production Division. In 1943 he was 
sales manager of the Wm. A. Rogers Di- 
vision, and in 1945 director of sales for 
the Oneida-Rogers and Sterling Divisions. 
He was elected vice president in 1948. 

Mr. Sanderson has been associated with 
Oneida Ltd. for 36 years. He first went to 
Oneida Ltd. as a timekeeper in 1918. In 
1923 he joined the Community Division 
sales force, and in 1926 he was transferred 
to Canada. He soon rose to the position 
of merchandising manager and in 1936 
became sales and advertising manager of 
the Canadian Community Division. In 
1945 he returned to the States and two 
years later was appointed director of sales 
and merchandising. The following year he 
was elected to his vice presidency. 





Leader Jewelry Co. Moves 


The Leader Jewelry Co., watch cases. 
dial sets and watchmakers’ tools, has an- 
nounced its removal to larger and mod- 
ern quarters at 71 Nassau St., N. Y. 
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Dreifus Succeeds Paul as Chairman 
Of Jewelry Industry Tax Committee 


Fred B. Dreifus, of the Dreifus Jewelry Co., 
Memphis, Tenn., has been appointed chair- 
man of the Jewelry Industry Tax Committee. 


oo _ FRED B. 
| DREIFUS 


Chairman of 
Jewelry 
Industry 

Tax 
Committee 
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A leading figure in the jewelry industry 
for many years, Mr. Dreifus succeeds Vic- 
tor Paul, Wiss Sons, Inc., Newark, N. J.. 
in the direction of the Committee which 
represents the industry in all excise tax 
matters. 

During the past year the ~ Committee, 
composed of representatives of all retail- 








When Victor Paul, 








ee 


iss Sons, Newark, N. J., banged his last gavel as chairman of the 





ing, wholesaling and manufacturing seg. 
ments of the industry, directed its efforts 
to obtain relief from the excise on jewelry. 
which on April 1 was reduced to 10 per 
cent. 

Gustav Niemeyer, Handy & Harman, 
N. _# was re-elected a vice-chairman. 
Mr. Paul and Bernard Burnstine, of Burn. 
stine’s, Washington, D. C., were also elected 
vice-chairmen, and James B. Dickey, Tiff. 
any & Co., Newark, N. J., was re-elected 
treasurer. 

Preston B. Bergin, who directed the 
Committee’s repeal campaign, will continue 
as executive vice-chairman. 

A major portion of the Committee’s 
future program will be a continuation of 
the campaign to obtain ultimate repeal of 
the balance of the tax. 

A member of the Tax Committee since 
its inception, Mr. Dreifus also has been a 
director since 1940 of the National Jewelry 
Association and he also has served as pres- 
ident and chairman of the board of that 
organization. 





Jewelry Industry Tax Committee, his colleagues surprised him with a memento of appre- 
ciation. Mr. Paul, second from right, receives an engraved silver tray from James B. 
Dickey, committee treasurer and Tiffany & Co. vice-president, while Arnold Schiffman, right, 
and Seymour Greenberg, presidents respectively of the ANRJA and the NJA look on. 








Florida Retail Jewelers 
Hear Schwab Speak on 
Fair Trade, Discounts 


At the convention of the Florida Retail 
Jewelers held in Miami the first week of 
May, W. Waters Schwab, president of 
J. R. Wood & Sons, spoke with conviction 
on the subject which is currently upper- 
most in the minds of retailers—discounts 
and Fair Trade laws. 





Conceding that “the responsibility for 
discount houses rests equally with manu- 
facturer and retailer,’ Mr. Schwab recom- 
mended that the jeweler, lacking effective 





Fair Trade laws, should “compete,” to beat 
the price cutters. 

“Don’t become wards of the government. 
Hold your heads high as businessmen, you 
do not need some kind of legal crutch,” 
said Mr. Schwab. 

Recognizing the basics in any battle for 
survival between retailers, the speaker con- 
tinued, “Take stock with yourself. Has 
your sales force forgotten how to sell? 
Don’t wait for business to come to you. 
Go out and bring it in—But start inside 
your store!” 

Mr. Schwab then presented a check list 
of actions to be taken up by the merchant 
and closed with a resume of the work done 
by the Jewelry Industry Council and a 
plea for its financial support by the re- 
tailers. 
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Diamond Peacock Club 


Enjoys Gala Dinner-Dance 


Nearly 600 members and guests attended 
the ninth annual dinner- dance of the Dia- 
mond Peacock Club at the Hotel Somerset, 
Boston, on Saturday, May 1. Following 
the banquet and between courses, dancing 
and songs were enjoyed. 

The souvenir of the gala occasion was a 
beautiful eight piece Carvel Hall cutlery 


set. 


OSS 





A beautiful eight-piece Carvel Hall cutlery 
set was the souvenir at the ninth annual 
dinner-dance of the Diamond Peacock Club 
in Boston May |. Left to right are Michael 
W. Mahar, president of the club, Mrs. 
Mahor, Mrs. Harold W. Barry and Mr. 


Barry, committee chairman. 


Honored guests sharing the head table 
with Michael W. Mahar, president of the 
club, and Mrs. Mahar were: John Mitchell, 
president, Vermont Retail Jewelers Asso- 
ciation, and Mrs. Mitchell; Herman D. 
Page, president, New Hampshire Retail 
Jewelers Association, and Mrs. Page; 
Reginald J. White, president, Providence 
Jewelers Club, and Mrs. White; Albert S. 
Munnis, president, Boston Jewelers Club, 
and Mrs. Munnis; William H. Shreve, 
president, Massachusetts and Rhode Island 
Jewelers Association, and Mrs. Shreve; and 
Lester S. Wall, president, Jewelers Board 


of Trade, and Mrs. Wall. 


Tri-State Convention 
Votes $1,000 to Tax Committee 


At the 40th annual convention of the 
Maryland, Delaware and District of Co- 
lumbia Jewelers Association, David Lakein, 
Baltimore, was elected president, and the 
members voted a contribution of $1,000 to 
the Jewelry Industry Tax Committee to 
support the continued fight for complete 
excise tax relief, 

The contribution was voted upon a mo- 
tion of Bernard Burnstine, Washington, 
and the hope was expressed that other 
state and local associations would follow 
this lead in supporting the Tax Committee. 

A convention resolution commended the 
Tax Committee in accomplishing “an out- 
standing achievement in bringing before 
the Legislative and Executive branches of 
our Government the discriminatory aspect 
of selective excise taxes and the hardship 
this tax has imposed on our industry.” 

Among the convention speakers were: 
Harry R. Gerber, vice-president, ANRJA, 
H. Albert Young, attorney general, Dela- 
ware, and Major Carl Schnetter, Delaware 
State Police. 
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Other officers elected by the convention 
were: Frank Geraci, first vice-president; 
John Fetting, Baltimore, secretary; and 
Benjamin Blanken, Washington, treasurer. 
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Convention Dates Set by 
New Hampshire's RJA 


Herman D. Page, president of the New 
Hampshire Retail Jewelers’ Association, 
has announced that the 39th annual con- 
vention will be held June 27 and 28 at 
Wentworth-by-the-Sea, Portsmouth. 

Registration begins on Sunday, June 27, 
at 2 P.M. The Convention Committees 
have made every effort to present an out- 
standing program for the members. 


Robinson Tours 
European Gem Markets 


Barney Robinson of Robinson & Sverd- 
lik, Inc., N. Y., is on the Jdstjlap:of an 
extended tour to European marxe:s. With 
Mrs. Robinson, he has already visited gem 
firms in London, Paris, Vienna, Istanbul 
and Tel Aviv. He plans to return to Lon- 
don and Paris to complete his tour and 
then return to New York about the middle 
of June. 

Mr. Robinson reports that fine quality 
stones are very scarce and price are high, 
with great activity in the continental 
market. Star sapphires are now popular 
on the continent and demand for them‘has 
increased. 





















Linde Stars are~ 


bright asce 

ee eel in these heat ‘ae 
companion tings 
the sentieman’s in 

unadp. ued ; aplicity . 
the ladie.*,“'sparked with 
baguettes. From THE BOCK- 
LEWIS CO., Buffalo, N. Y. 


MORE! AND MORE JEWELERS 


seit /l_TIN DE’ STARS 


IN SETTINGS THAT SUIT Fascinating stars... 
THEIR EXOTIC Beery 
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once the mark 
of kings and queens ... now 
available to your customers. Point 

by point. Linde* Stars equal the 
veauty and structure of natural stones. 
These mysteriously glinting gems 
evoke all the glamor that star sapphires 
and star rubies have whispered through 
history. Set them to suit their beauty 

. display them and display their amaz.- 
ingly low prices. Linde* Stars invite 
try-ons that turn into take-home sales 


Ask for free display card 
in color, and list of manufacturing 
jewelers featuring Linde® Stare. 


CHARLES F WINSON World-Wide Distributer 





580 Fifth Avenue, New York 34, N. Y. 
COlumbus 5-2656 
***Linde’’ Is a registered trade- 


mark of Union Carbide & Carboa 
Corp.—a synthetic gem 


Ses 
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Over 180 Manutacturers to Exhibit 
At NJA Jewelry Fair and Convention 


The Convention Committee of the Na- 
tional Jewelers Association for the 1954 
National Jewelry Fair, opening at the 
Conrad Hilton Hotel, Chicago, for the 
ninth consecutive year, July 25, has pointed 
out that the released list of exhibitors this 
year is more comprehensive than at any 
time in the past and contains a greater 
number of outstanding firms in the jewelry, 
silver, watch and allied lines. More than 
180 firms are on the list as of May 1. 





Many firms with special promotions will 
make them available only to jewelers at- 
tending the Fair, and many of these firms 
are planning to disclose their newest and 
latest lines for the first time at the Chi- 
cago show, the Committee stated. 

The 1954 Fair has been planned so that 
all segments of the industry will be in- 
cluded at the show, and this year’s Fair 
is, according to the Convention Committee, 
the most diversified and, at the same time, 
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“Dhak You 


YOUR CUSTOMERS WILL REMEMBER! 


When you sell a wedding ring and 
put it in one of these fine Dennison 


cases, you are saying “Thank You” in 
a way that will be long remembered 


and appreciated. 


6X—Pea rl plastic 
pillow with rich silk tassel. 


That wedding ring sale can mean 
future sales for your store, if you gain 
the confidence and good will of your 


customers. 


Say “Thank You” to your wedding 


ring customers with Dennison cases. 


8 X—Popular sea-shell 
design in fustrous pearl plastic. 


1OX—eExquisite filigree 
heart. A plastic ‘‘show-piece.”’ 


2X—White ieatherette 
snap folder, printed in gold. 


All these lovely Dennison cases are lined in white 
satin or velvet. ‘All come in individual white 
packers. 


Order a supply now from your wholesaler. 


3X—Miniature bride’s book, 
white embossed with gold. 
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Dennison 


MANUFACTURING COMPANY 


JEWELER’'S DIVISION 
Mariboro, Massachusetts 





the most complete trade show ever held 
under the sponsorship of the NJA., 


Coupled with the National Jewelry Fajr 
will be the annual convention of the Na. 
tional Jewelers Association, with the firs, 
important meeting scheduled for Sunday 
night, July 25, at 9 p. m. at the Conrad 
Hilton. At this meeting and others op 
Monday and Tuesday, pertinent questions 
confronting the jeweler today will be dis. 
cussed by experts in the popular forum 
type session. Retailing problems will be 
pin-pointed and possible solutions will be 
explored. The Convention and Fair closes 
July 29. 


For display space and information, man. 
ufacturers, importers and wholesalers are 
asked to contact the National Jewelry Fair 
office, 812 Olive St., St. Louis 1, Mo. 


The following list of firms includes al] 
exhibitors assigned space as of May 1: 


Accro Watch Co., Inc......... New York, N, Y. 
Adams, William, Inc.......... New York, N. Y. 
6 ae on che 48 6 al .+---Chicago, II), 
Allcraft Novelty Corp......... New York, N. Y. 
Altheimer & Baer, Inc............ Chicago, II], 
American Plastic Co........... Hammond, Ind. 
Argus Cameras, Inc......... Ann Arbor, Mich. 
Axel Bros., Inc......... Long Island City, N. Y, 
2 kl UN eres Providence, R, I, 
Baldwin Miller Co........... Indianapolis, Ind. 
Banner Watch Co. ..........+. New York, N. Y. 
rn 2 oe. Ge. Bs cone csosud Chicago, IH, 
Bell Lamp Mfg. Corp............. Chicago, II, 
Benrus Watch Co...........6. New York, N. Y. 
Pv ccacdccdnannns sede ans Madison, Wis. 
Berman Watch Co., Inc....... New York, N. Y., 
a kee paue nt eed Chicago, Ill, 
Blancard & Co., Inc.......... New York, N. Y, 
Bloom, Roy M., Inc........... New York, N. Y, 
Brown & Gravenson, Inc...... New York, N. Y. 
Bruner-Ritter, Inc. .......... New York, N. Y. 
Bulova Watch Co. ........... New York, N. Y. 
Capehart-Farnsworth Co.....Fort Wayne, Ind. 
Caplen Jewlery Display ........ Buffalo, N 

China Overseas Corp.......... New York, N. Y. 
Cohen, A. & Sons Corp. ...... New York, N. Y. 


Columbia Diamond Rings 

Long Island City, N. Y. 
TO. 6 06s nk ened sneesad Chicago, Il. 
Crosley Div., Aveo Mfg. Co...... Cincinnati, O. 
Cuckoo Clock Mfg. Co., Inc....New York, N. Y. 
Cranley Silver Mfg. Co.. Rockville Centre, N. Y. 


Combe Weta Geicc< cc cccceese New York, N. Y. 
I Ce in ida 6 seks Oe Chicago, Il. 
ECCT CCCT OCCT New York, N. Y. 


Davidson & Sons Jewelry Co., Inc. 
New York, N. Y. 


SS. ...-New York, N. Y. 
SRS ES IEEE POT New York, N. Y, 
Dennison Mfg. Co......... Framingham, Mass, 
Se? OD... 5 5caeceeeeensue Chicago, IIl. 
EE ES rer Chicago, IIl. 
Dormeyer CoOrp....ccccccee:s .Chicago, II. 
OEE, WHEE oc ccc cc cccscens . .New York, N. Y. 
Electric City Box Co. ....... ..- Buffalo, N. Y. 
Elgin American Co.......... etaaend Elgin, Il. 
Elgin National Watch Co........... Elgin, Ill. 
Fairbanks Ward Industries, Inc....Chicago, II. 
Fantasy of Jewels ........... New York, N. Y. 
Feature Ring Co., Inc. ....... New York, N. Y. 
Fiddelman & Son, Inc......... New York, N. Y. 
Firman Leather Goods Corp...New York, N. Y. 
aa eee ..New York, N. Y. 
Foster Metal Products, Inc.....Attleboro, Mass. 
Freed, Edwin, Inc..........20. New York, N. Y. 
a Oe er rr ..- Chicago, III, 
General Electric Co............ Syracuse, N. Y. 
Gift Box Corp. of America....New York, N. Y. 
oT he Peer eee Indianapolis, Ind. 
es OO. . 5 ccs sevencces Cincinnati, O. 
SD SEPP eT OCTET errr TT Elgin, II. 
Hamilton Watch Co............ Lancaster, Pa. 
Harmon Watch Co............ New York, N. Y. 
Hartman-Cutler Corp......... New York, N. Y. 
Heirloom Clock Co............. Paterson, N. 

Helbros Watch Co., Inc....... New York, N. Y 
Heller, L. & Son, Inc......... New York, N. Y. 
Herscovitz, Sam Co., Inc.......... Chicago, III. 
A Se ere Chicago, IIl. 
8 Chicago, IIl. 
Illinois Watch Case Co..........0.2.. Elgin, Il. 
Imperial Pearl Syndicate.......... Chicago, IIl. 
ae New York, N. Y. 
SE ee eee eee Bristol, Conn. 
International Cultured Pearl Co...Chicago, Ill. 
International Silver Co......... Meriden, Conn. 


Jewelers Acceptance Corp.....New York, N. Y. 
Jewelers’ Circular-Keystone, The 
New York, N. Y 


ee Chicago, II. 
ee, a, Oe, a oo 0664 0.08 New York, N. Y. 
Karples Rosary Co., Ltd....... Providence, R. I. 
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, Frank M., Inc....++++- .New York, N. Y. 
raft Co., Inc. .ceesecceee New York, N. kg 
Keystone Silver, ae sues —_ York, N. Y. 

i i e Co. 
Ee Holy woos, + 
Korn, William & CO. essence Buffalo, N. Y. 

] Creations, Inc. 
Kramer Jewelry a 


2 2 


SSS eMeededided edidedede, of OCR 


; eques Mfg. Corp. 
Kreisler, Jaca North Bergen, 


ushner & Pines, Inc.......-. New York, N. 
. M. D. Jewelry Mfg. Corp...New York, N. 
Lampl, Walter, Inc........... New York, N. 
Landau, Max oo Inc.. ‘“ .New York, N. 

. Silverware Corp. 
Lehman Bros a York, N. 
ber & Lerner....+.----++- New York, N. 
ute Magazine.....+.++0-+--: New York, N ‘ 
Lifton, Harold Co., cae ue New York, N. 
Linde Air Products Co........ New York, N. 
Lohengrin Ring Co., Inc...... New York, N. 


‘neseWittnauer Watch Co., Inc. 
—— New York, N. 


Luria, L. & Son, Inc......... New York, N. Y. 
Mahan, Harry B. Co., Inc....Indianapolis, Ind. 
Manhattan Novelty Corp. ....New York, N. Y. 
Marathon Co......s.+-seeeee: Attleboro, Mass. 
Marhill Co., Inc.....-.-++-+>+- New York, N. Y. 


Massachusetts Indemnity Ins. Co. 
Boston, Mass. 


Mautner Co., Inc.....-.-e-+sseees Bronx, N. Y. 
Maximillian Bonded Luggage. .New York, N. Y. 
Meeker Co., Inc....cseeesseerseees Joplin, Mo. 


Mele Manufacturing Co., Inc..New York, N. Y. 
Merchandise Selectors, Inc...Los Angles, Calif. 


Milglo Jewelry Mfg. Co....... New York, N. Y. 
Minnesota Mining & Mfg. Co...St. Paul, Minn. 
Monarch Watch Co., Inc.......New York, N. Y. 
Motorola, Inc.. eeeeeeeseeereeeeresesn Chicago, Til. 
Napier Co......e++-e+eeee+++---Meriden, Conn. 
Nescod, Inc..cccccccccccceccees Milwaukee, Wis. 


New Hermes Engraving Machine Corp. 

New York, N. Y. 
Norelco Electronic Products...New York, N. Y. 
North American Philips Co., Inc. 

New York, N. Y. 


Gualde, TAB cccccccccecccesecs » Oneida, N. Y. 
Orange Blossom Rings.......... Detroit, Mich. 
Pakula & Co..... itihebeeesaasene Chicago, Il. 
Paramount Wedding Ring Co.....Chicago, II. 
Parker-Allen Industries......... .-Chicago, II. 
Parker Pen Co....ccccces .-...danesville, Wis. 
Pennino Brothers, Inc......... New York, N. Y. 
Pereline Mfg. Co., Inc........ New York, N. Y. 
Phillips-Buttrick, Inc......... New York, N. Y. 
Pee: D. scaneonse had aed . Chicago, IIl 
Polishook, K. & Son Corp.....New York, N. Y. 
Rappeport, R. E. & Sons.......... Chicago, IIl. 
ee reer Buffalo, N. Y. 


Remington Rand, Inc., Dealer Sales Div. 
New York, N. Y. 
Remington Rand, Inc., Elec. Shaver Div. 
Bridgeport, Conn. 
Renoir of California, Inc...Los Angeles, Calif. 
Richie Premium Corp........New York, N. Y. 
Robbins, J. W., Inc..........New York, N. Y. 


Robbin Products........... Los Angeles, Calif. 
Robinson, Edward B......... New York, N. Y. 
Ronson Corp......... shenneesac Newark, N. J. 


Rosenthal, Herbert Jewelry Corp. 

New York, N. Y. 
Sandoz Watches.............New York, N. Y. 
Sarkin, David, Inc...........New York, N. Y. 


Savoy Watch Co., Inc........ New York, N. Y. 
Saxton, Inc..........West Los Angeles, Calif. 
Scheffres, Bob Co., Inc........ -»--Chicago, IIl. 
Schein, Louis Co............ New York, N. Y. 
| ON i ieee us Stamford, Conn. 
Schwarcz, Adolf & Son, Inc..New York, N. Y. 
Sebel, W. F. & Co........:. Los Angeles, Calif. 
Selsi Co., Inc...... icsesiaas New York, N. Y. 
Semca Clock Co....... o++ee-New York, N. Y. 
Seth Thomas Clocks......... Thomaston, Conn. 


Sheaffer, W. A. Pen Co.....Fort Madison, Iowa 
Shiman Bros., & Co., Inc....New York, N. Y. 


Shriro Watch, Inc........... New York, N. Y. 
re Providence, R. I. 
Spreckman, Hy & Co............ -Chicago, III. 
Stratosphere Luggage............ Chicago, Il. 
Tanenbaum, B. & Co., Inc...... Buffalo, N. Y 
“Paes ee ee Providence, R. I. 
Taunton Pear] Works.......... Taunton, Mass. 
Tignor, R. L., Pottery........... Akron, Ohio 
Tory Jewel Box Co........... New York, N. Y. 
Traub Ms Ms ocean iow aiatioeeden Detroit, Mich. 
Vacheron & Constantin-Le Coultre Watches, 
ae kh mache a kbiee axe New York, N. Y. 
Van Schyndle, Inc................ Chicago, IIl. 
_ ( “ Papen: New York, N. Y. 
Wadsworth Watch Case Co......... .Elgin, Il. 


Waltham Watch Co............ Waltham, Mass. 
Warner Jewelry Case Co........ Buffalo, N. Y. 
The Watchmakers of Switzerland 
; New York, N. Y. 
Westclox, Div. of General Time Corp. 
Wants La Salle, Il. 
estinghouse Elec. Corp. Radio & Tel. Div. 
Metuchen, N. .7. 


Weissman WY Gi cc caccel New York, N. Y. 
Wiesner, Joseph, Inc.........New York, N. Y. 
Windsor Jewelry Co........... Chartley, Mass. 
Winton Watch Co., Inc....... New York, N. Y. 
Wood, J. R. & Sons, Inc...... New York, N. Y. 
a) Chicago, III. 
Wyler Watch Agency, Inc.....New York, N. Y. 
Zenith Radio Corp.............06. Chicago, Il. 
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New Watch Importers Assoc. 
Announces Objectives 


The American Watch Importers Asso- 
ciation Corp., 31 W. 47th St. N. Y., has 
announced that it received its charter 
under the laws of New York. The organ- 
ization consists of approximately 48 rep- 
resentative and established importers and 
assemblers, whose business is solely and 
exclusively the importation and assembling 
of Swiss watches. 

The officers, directors and committee 
members consist of representatives of the 
following firms: the Accro Watch Co., 
Inc.; Banner Watch Co.; Berman Watch 
Co., Inc.; Crysler Watch Co.; Greygor 
Watch Co., Inc.; Harman Watch Co., Inc.; 





Kingston Watch Co., Inc.; Louis Watch 
Co., Inc.; Louvic Watch Inc.; Monarch 
Watch Co., Inc.; Pierce Watch Co.; Savoy 
Watch Co., Inc.; Shriro Watch Ince.; 
Weissman Watch Co.; and Winton Watch 
Co., Inc. . 

The purposes of the AWIA, as set forth 
in its charter, are to create and improve 
free intercourse within the watch import- 
ing industry, to further the interests of 
the members, to reform abuses in the 
industry, to improve the industry’s public 
relations and to promote interest in im- 
ported watches among the general public. 

Its immediate and specific purposes are 
to gain revisions in connection with smug- 
gling, distribution, advertising, closer Swiss 
regulations and up-jeweling. 
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inum, filled and plated scrap—as it has been for jewelers 
everywhere who keep sending keep sending keep sending 
their accumulations by mail and express. 

87 years experience in recovering values for the trade 
from scrap, sweeps, polishings, sink settlings! Hence it’s 
only horsesense to urge you to ship with confidence to... 
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111 N. Wabash Ave., Chicago 2, Ill. 
DETROIT 


SMELTING & REFINING CO. 


74 W. 46th St., New York 36, N.Y. 
OAKLAND 
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Fashion Show and Informative Clinics 


Planned. for 49th Convention of ANRJA 


The American National Retail Jewelers 
A;sociation has announced virtual comp!e- 
tion of the program for its 49th Annual 
Convention and Trade Show, to be held at 
the Waldorf-Astoria Hotel, N. Y., August 
8 to 12 inclusive. 

Chas. M. Isaac, executive vice-president 
of the ANRJA, has announced that the 
new ‘.-exire Poom has been leased by the 
Conver. ‘on Committee to provide addi- 
tional ex’ bit space in order to meet the 
demand of new exhibitors. 








—— 





An outstanding event will be the ANRJA 
Fashion Show featuring “Fashions in 
Jewelry,” on Monday evening, August 9. 
Many beautiful models, under the direction 
of Martha Percilla, fashion director of the 
Jewelry Industry Council, will wear the 
lates: fashions in jewelry. 

The Convention program will have out- 
standing speakers on subjects of timely in- 
terest and importance to retail jewelers. 
The program, as developed so far, will be 
as follows: 











... the NEW look... the SMART look 
in water-resistant watches .. . 


ated: =) Me. UACR Pe Gelgelul-Beii-tiiclela 4 
17 Jewels Automatic with small 
aleolsleMlsloliaenslale| MAINSPRING— 
OWER-RESERVE, Incabloc, 
Radium dial. RETAIL $57.50. 


. 
$s ee 


Model 4524. Chrome Steelback 
17 Jewels Radium figures 

elale Malelilok Pars lalola a0 o)aehi-lali-toR 
RETAIL $29.50. 


CH FOF Mi : y RODANIA 


Di veteraahwectticsucel ane 


. “REFLECTOR DIAL” by RODANIA is a 


completely new idea in automatic and waterproof styling. A 


brilliant metal mirror rims the watch face... 


. giving a new look 


.a smart look... a luxurious look to open the eyes... and pocket- 


eyele) <r 0) | your Customers. 


RODANIA WATCH COMPANY, INC., 745 Fifth Avenue, New York 22, N. Y. 


SUPPLIERS OF CHRONOGRAPHS TO THE 





136 


ROYAL CANADIAN AIR FORCE 


Monday, August 9. Panel discussion op 
“Jewelry Merchandising Clinic.” Speak: 
ers: Leo Kaplan (Lazare Kaplan & Sons, 
Inc.), N. Y.; Craig D. Munson (vice-pres. 
ident in charge of sales, Internationa] §)j. 
ver Co.), Meriden, Conn.; Stanley §. 
Church (secretary, Church and Co.), Ney. 
ark, N. J.; and Teviah Sachs (president, 
Waltham Watch Co.), Waltham, Mass. 

Monday, August 9 (evening). “The 
President’s Address” by Arnold A. Schiff. 
man, president, ANRJA (Schiffman’s, Inc, 
Greensboro, N. C.) 

Tuesday, August 10. The address, “What 
the Jewelry Industry Council Does for the 
Retail Jeweler,” by Irving N. Chayhen, 
chairman of the board, Jewelry Industry 
Council (Armstrong’s Jewelers, Inc,). 
Hammond, Ind.; and the address, “The 
Importance of Consumer Credit,” by Wil. 
liam J. Cheyney, executive director, Na. 
tional Foundation for Consumer Credit, 
Washington, D. C. 

Wednesday, August 11. Panel discus. 
sion on “Fair Trade and Discount Houses,” 
Speakers: Albert A. Carretta, Commis. 
sioner, Federal Trade Commission, Wash. 
ington, D. C., on “What Retailers and 
Their Trade Associations Can Do About 
Fair Trade and Discount Houses”: Irwin 
D. Wolf (Kaufmann Dept. Stores), Pitts- 
burgh, Pa., chairman of the executive com- 
mittee, National Retail Dry Goods Associa- 
tion, on “The Department Store and Dis. 
count Selling’; Herman D. Page, presi- 
dent, New Hampshire RJA, Portsmouth, 
N. H., on “The Retail Jeweler’s View”: 
and Lewis G. Bernstein, general counsel, 
Retail Jewelers Trade Council, Inc., N. Y., 
on “Fair Trade Can Be Enforced.” 

Thursday, August 12. Chas. M. Isaac, 
ANRJA executive vice-president, will make 
his report, followed by committee reports 
and election and installation of officers. 

Thursday, August 12 (evening). A fes- 
tive social program has been planned, in- 
cluding a reception, the annual banquet, 
entertainment and dancing. 

The record of registration shows a total 
attendance of 12,698 at the 1953 ANRJA 
Convention and Trade Show. It is expected 
that this attendance will be exceeded this 
year. 





Henri Stern Watch Agency 
Announces Distribution System 


The Henri Stern Watch Agency, Inc., 
has announced the establishment in the 
United States of a new system of distribu- 
tion. 

Seven regional sales representatives have 
been appointed, all long established firms. 
They include: S. H. Clausin & Co., Min- 
neapolis; Edwards & Co., Kansas City; 
H. O. Hurlburt & Sons, Philadelphia; 
M. A. Mead & Co., Chicago; D. C. Percival 
& Co., Inc., Boston; B-H-K Co., Inc. (suc- 
cessors to the A. C. Possin Co.), Mil- 
waukee; and Freudenheim Bros., N. Y. 

According to Einar A. Buhl, president 
of the Stern Watch Agency, the appoint- 
ment of these territorial sales representa- 
tives marks a forward step in service to 
retailers. However, the policy of maintain- 
ing sales on a restrictive basis to jewelry 
outlets will remain unchanged. 
sonnel remain unchanged. 
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Fair Trade Talk Keynotes 
N.Y. State RJA Conclave 


J. Francis Thibault of Utica, N. Y., was 
re-elected president of the New York State 
Retail Jewelers Association at its 45th 
annual convention in Elmira at the Mark 
Twain Hotel, May 9 to 11. This was the 
first time the convention was held in EI- 
mira. The meeting attracted about 275 
jewelers, the largest number to attend a 
state convention in about ten years. 

The convention formally opened on Sun- 
day evening, with the traditional get-to- 
gether, buffet supper followed by a concert 
by young women students of Elmira Col- 
lege and a top-notch film and lecture by 
James Vinton Stowell on “Eskimo Indian 
Summer,” and concluded with the business 
session on Tuesday morning. 

President J. Francis Thibault was unable 
to attend due to illness, and the duty of 
presiding at the various sessions was divid- 
ed between past-presidents Harry R. Ger- 
ber, Frederic W. Roedel, Charles P. 
Coster and Malcolm Campbell. 

Highlighting several addresses was a 
talk on “Fair Trade” by Lewis G. Bern- 
stein of New York, attorney for the 
ANRJA. He claimed that fair trade con- 
tracts in effect in New York and all but 
three other states are being violated, par- 
ticularly in populated areas and especially 
in the retail jewelry field. 


LEGAL ACTION BY RETAILER 


“This breakdown of prices is threatening 
the existence of thousands of retailers who 
must make a profit to stay in business,” 
warned Mr. Bernstein. “If manufacturers 
want to protect their contracts by legal 
action, then retailers may sue price-cutting 
retailers and secure blanket injunctions 
against such price cutters.” 

Mr. Bernstein then explained: “One re- 
tailer versus retailer suit could take the 
place of numerous suits commenced by 
the manufacturers since the New York 
State Fair Trade Law permits a retailer 
to bring such law suits.” 

Monday morning’s session also featured 
three other interesting speakers. Robert 
Crowningshield of the Gemological Insti- 
tute of America discussed “Gems the Jew- 
eler Sells’. Frank B. Sheinberg, credit 
manager of Bulova Watch Co. chose as his 
topic “Retail Jewelry Store Finances”. The 
concluding speaker was George Kaplan of 
Lazare Kaplan & Sons, Inc., whose subject 
was “Diamonds—Today and Tomorrow”, 
and following his address, the new De 
Beers film, “Diamonds Are was 
shown. 


Forever” 


An open forum on Monday gave an op- 
portunity for the jewelers to discuss pend- 
ing problems and the day’s activities were 
concluded by the annual banquet, floor 
show and dance on Monday evening, at- 
tended by more than 200 guests. 

Most of the officers were re-elected. 

A feature of the convention was a large- 
scale exhibit on the second floor of the 
Hotel where more than 30 manufacturers, 
wholesalers and importers had displays 
during the convention. 


FOR JUNE, 1954 

















Illinois RJA Elects New Officers 


W. W. Overstreet, Paxton, was elected 
president of the Illinois Retail Jewelers 
Association at its 1954 meeting held in the 


Hotel Abraham Lincoln, Springfield, III. 
Other officers are: Harry Voegele, 


Macomb, first vice-president; Ralph Brown, 
Casey, second vice-president; C. H. Barker, 
Springfield, secretary; 


board members: Don Juester, Kankakee; 


Thomas Kerns, Paris; Charles D. Jacobs, 
Taylor- 
Glenn Davis, 


West Frankfort; Raymond Abel, 
ville; John Charter, Lincoln: 
Springfield; Russell Vernon, Jacksonville: 


and Henderson May, Springfield. 





and the following 


Katz and Braude Acquire 
Interest in Strauss Jewelry 


Ira R. Katz and Abraham S. Braude, 
son and son-in-law of enjamin S. Katz, 
retired president of the Gruen Watch Co. 
have acquired a substantial interest in the 
Corp., Miami 32, Fla., 
Robert L. Strauss, 
corporation. The firm 
owns a chain of jewelry stores located in 


Strauss Jewelery 
it was announced by 
president of the 
Alabama, Florida, Georgia and Miss issippi. 

Neither Mr. Katz nor Mr. Bra}, de’ will 
be active in the management of he busi- 
ness at the present time. 
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your Records! 
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How much did y you mnie last 
year i ditt ‘engraving out? 
How many% “you lose 


because you could agi 
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ALL PROFIT! 








and so convenent with the 





ING iret 


T, new hermes 








You too can afford one 
with our liberal time payment plan 


for as littleas 


SO¢ a day. 


Ask for our booklet GM—“‘How to Make Money with Engraving” 


NEW HERMES ENGRAVING MACHINE CORP. 
13-19 UNIVERSITY PLACE + NEW YORK, N.Y. 
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Professional advertising men like to 
call these days “the day of hard sell.” 


‘This is trade jargon that simply 
means that business is there if you go 
after it. Translated in terms of the 
jewelry industry “hard sell’’ means to 
push and promote in order to convince 
the buyer that curr product is the one 
to buy. Itwme tee ‘ting pages mn 
your selling’ » to move merchan- 
dise+—t BO n sales volume. 

But just where does this “SELLING 
Eh originate? When the sales- 
a 2s the potential buyer? When 
the,adyertising and promotion plans 
aresfor ated? When a good prod- 
uct-ts;Greated? 

fhe answer is obvious. “SELLING 
POWER” originates when you create 
a quality product ...a product that 


instills confidence in the mind of the 
buyer. 


We at CIRCLE know that quality and 
confidence go hand in hand. Because 
of this we create jewelry that helps 
the wholesaler sell. We realize that 
_. easier and a great deal more prof- 
itable to sell a costume jewelry line 
when wholesaler and retailer alike 
are sold on the quality of the jewelry. 
Here’s where Circle shines. “SELL- 
ING POWER” through quality origi- 
nates in our plating room. That’s 
where we finish our jewelry with 
RHODIUM the hard, brilliant 
white, non-tarnishable finish that 
looks good and stays good a long 
long time. 

Cirecle’s Rhodium jewelry gives you 
“SELLING POWER” that means ever- 
increasing profits for you and your 
customer. 


Remember our little “R” man... 
that’s the sign of CIRCLE and 
RHODIUM. 


BEN GARTNER 
Sold Through Wholesalers Only 


CIRCLE 


Jewelry Products 

The House of Rhodium 

143 West 24th St.. N. Y. C. 

ALgonquin 5-3608 

Sales Office (By Appoint- 
ment): 303 Fifth Avenue 
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Pearl Export Association 
Formed by Japanese 


An exporters association is being formed 
in Japan, according to Joe Goldstone, 
president of Imperial Pearl Syndicate, to 
raise the quality standard on all pearls 
exported to the U. S. from there. Mr. Gold- 
stone made his statement while in the 
Orient. K. Yokota will be the first presi- 
dent of the association, which has been 
promised the full support of the Governor 
of the Bank of Japan. 

Because of the typhoon last fall, which 
adversely affected production, Mr. Gold- 
stone stated that loose pearls and necklaces 
in the regular sizes are quite scarce. It is 
expected that it will take at least another 
year to gather the small pearls necessary 
to keep the regular graduated necklaces 
from three mm. to seven mm. in size. 

Mr. Goldstone found at pearl auctions 
that the large eight mm. pearls, difficult to 
grow in the Japanese oyster, are almost 
impossible to obtain, although the demand 
for them is great. Because of the economic 
unstable condition in Japan at the present 
time, the owners of such pearls would 
rather hold on to them than accept yen. 


Gemological Institute Elects 
Officers and Board Members 


At the annual meeting of the Board of 
Governors of the Gemological Institute of 
America, which met in Detroit April 3 
at the Detroit Athletic Club, elections were 
conducted to select officers and board mem- 
bers for 1954-55. 

Dr. Edward H. Kraus, Dean Emeritus 
of the College of Literature, Science and 
the Arts of the University of Michigan and 
senior author of “Gems and Gem Mate- 
rials,” was re-elected president of the In- 
stitute for the ninth consecutive year. At 
the same time, Charles D. Peacock, III, of 
C. D. Peacock, Inc., Chicago, was elected 
to serve his second term as vice-president 
of the Institute and Fred J. Cannon of 
Slaudt-Cannon Agency, Los Angeles, was 
re-elected secretary-treasurer. 





Percy K. Loud, recently retired from 
the Wright, Kay & Co., Detroit, was re. 
elected as chairman of the Board of Gover. 
nors. Also re-elected was Carleton G, 
Broer, Broer-Freeman Co., Toledo, who 
will serve again as vice-chairman. of the 
Board. Dorothy Jasper Smith, Los Angeles, 
was re-elected as secretary to the Board 
of Governors. 

Members of the Board of Governors for 
1954-55 include: J. Lovell Baker, Henry 
Birks & Sons, Ltd., Montreal; Carleton G, 
Broer, Broer-Freeman Co., Toledo; Fred J. 
Cannon, Slaudt-Cannon Agency, Los An. 
geles; Charles H. Church, Church & Com. 
pany, Newark; James G. Donavan, Donavan 
& Seamans Co., Los Angeles; Myron 
Everts, A. A. Everts Company, Dallas; Paul 
S. Hardy, Hardy & Hayes Company, Pitts. 
burgh; Frederick O. Herz, R. Herz & Bro., 
Reno; C. I. Josephson, Jr., C. I. Josephson 
Jewelers, Moline, Ill.; H. Paul Juergens, 
Juergens & Andersen Co., Chicago; Lazare 
Kaplan, Lazare Kaplan & Sons, N. Y.; 
William P. Kendrick, William Kendrick, 
jewelers, Louisville, Ky.; John S. Kennard, 
Kennard & Co.; Boston; Percy K. Loud, 
Bloomfield Hills, Mich.; Charles H. Pea. 
cock, III, C. D. Peacock, Inc., Chicago; 
William G. Thurber, Tilden-Thurber Corp., 
Providence, R. I.; Leo J. Vogt, Hess & 
Culberton Jewelry Co., St. Louis; Jerome 
B. Wiss, Wiss Sons, Inc., Newark. 





Greater Detroit Jewelers 
Hear Wagner of NJA 


William Wagner, executive secretary of 
the National Jewelers Association, ad- 
dressed a dinner meeting of the Greater 
Detroit Jewelers Association on May 4 at 
the Calvert Catering Co. Mr. Wagner’s 
subject was “The Outlook for the Retail 
Jeweler.” 

Following his talk, a discussion meeting 
was held on “Changes in Suggested Ad- 
vertising Policies.” Discussed were sug- 
gested advertising practices relating to 
“Terms,” “Free Gifts,’ “Carat Advertis- 
ing,” “Trade-in Allowances” and “Nation- 
ally Advertised Plans.” 








At a week-long sales meeting, an en- 
larged Orange Blossom sales force, shown 
here, of the Traub Mfg. Co., was intro- 
duced to new 1954 stylings and given the 
details of an intensified sales program by 
national sales manager, Thomas Johnson. 


ORANGE BLOSSOM EXPANDS SALES PROGRAM 








The regular line as well as many new 
stylings will be backed by a strong na- 
tional ad program, with special emphasis 
on point-of-sale displays, radio, TV, mo- 
tion pictures and news mats. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


























q The New York office of Oneida Ltd. 
has been moved from the Empire State 
Building to the new building at 99 Park 
Ave. Oneida’s offices and display rooms 
occupy the entire 24th floor and have been 
designed by Walter Dorwin Teague. 

q Guest speaker at the May 4th meeting of 
the New York Guild of the American Gem 
Society, held at the Roosevelt Hotel, was 
Allan Caplan, well known New York gem 
dealer. Mr. Caplan spoke on “Gems and 
Gemstone Mining in Brazil.” Using color 
slides to illustrate his talk, he explained 
why precious stones are difficult to obtain. 
Mr. Caplan has made more than a dozen 
trips to Brazil and is very familiar with 
that country’s gemstone market. 

q Jack J. Felsenfeld, head of Felco Cul- 
tured Pearls, was recently visiting Japan 
on his annual trip to buy cultured pearls. 
While he was there, announcements were 
sent to his customers, headed by a greet- 
ing in Japanese, followed by “and now 
1954 Greetings from Japan.” 

q James Schulz, 304 E. 45th St., recently 
flew to Europe for a month to visit the 
Hanover Fair in Germany and the Basel 
Fair in Switzerland. While abroad, he pur- 
chased new machinery. 

q The Allied Silversmiths Association, 
Inc., elected at its May 11 meeting the 
following officers: president, Edwin Wag- 
ner, J. Wagner & Son, Inc.; vice-president, 
Herbert J. Pollack, Crown Silver Corp.; 
treasurer, Charles Marks, Arrowsmith Sil- 
ver Corp.; and secretary, Pincus Wein- 
stein, Prill Silver Co., Inc. 

q The Cuckoo Clock Mfg. Co., Inc., has 
announced the removal of its offices, plant 
and showrooms to larger quarters at 40 
W. 25th St. 

q Walter Lampl, Inc., jewelry manufac- 
turers and wholesalers, has moved from 
608 Fifth Ave., to quarters at 48 West 48th 
St., which offer better operating facilities 
for the concern. Lampl is now specializing 
almost entirely in gold charms. 

q Savel Jewelers has opened its second 
store at 1128 New York Ave., Huntington 
Station, L. I., N. Y. Open house was held 
May 7. 

q Joseph Morris, general president of the 
International Jewelry Workers Union, has 
announced that the organization has moved 
to new quarters at 19 W. 44th St., Suite 
No. 1215. 

q Arthur Bergman, president of the Mer- 
cury Ring Co., has announced that because 
of increased business, he has moved to 
larger quarters at 2 W. 47th St. He was 
formerly located at 562 Fifth Ave. 

q David Weinberg, well known ring man 
who shares the offices of the Mercury Ring 
Co., has moved with that firm to its new 
offices at 2 W. 47th St. 

4 Mrs. Anna Levens Seelig, head of the 
Fred Kaufman Co., has retired from busi- 
ness after 35 years, due to ill health. and 
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4, 
will take a rest in Florida for the next few 
months with her husband; Herbert. Her 
interests have been sold to her nephew 
Sheldon..Levens, who is merging with an- 
other wholesaler in New York. , 
q Gerhard Jacoby has announced his.sever- 
ance from the Wakmann Watch Co., where 
he served for over eight years as sales 
representative and last as sales and adver- 
tising manager. He covered the middle- 
west and the northwest. 
q Maurice H. Fried was elected president 
of the Jewelers’ 24-Karat Club of Western 
New York at a meeting of directors in 
Hotel Buffalo, Buffalo, N. Y. Other officers 
are: vice-president, N. Halpern; recording 
secretary, Leonard J. Priore, and treasurer, 
Mrs. Laura O’Grady. Arthur H. Hoyler 
was re-elected recording secretary. 
q Modern Jewelers has been opened in a 
new location at 10th and State St., Erie, 
Pa. The store formerly was located at 15 
West 8th St. 
q Samuel M. Salsburg has been elected to 
the board of directors of the Retail Divi- 
sion of the Elmira (N. Y.) Association of 
Commerce, to represent jewelry stores. 





N. Y. 24-Karat Club Beefsteak 
Dinner Lives Up to Tradition 

At the 24-Karat Club of New York’s an- 
nual banquet at the Waldorf Astoria Hotel 


in New York City last January, President 
Charles Church had his big day. Well, on 


JEROME T. 
AGATE 


Committee 
Chairman 





April 21, Jerome T. Agate had his day as 
chairman of the committee that arranged 
the Club’s annual Beefsteak Dinner. He 
and his assistants — Herbert L. Gardner, 
Robert W. Schick, Laurence W. Sparks and 
Carl van Dam—came in for much justified 
praise on the food, refreshments and en- 
tertainment. 

Although the professional entertainers 
were tops, they could not overshadow the 
personalized quality of the movies which 
were shown by Bob Schick, movies he had 
taken during last year’s 24 Karat Club 
outing. 

The Beefsteak Dinner, which was held at 
the New York Athletic Club, was attended 


by some 100 of the members. 





——— 
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PEARLS 


NECKLACES and EARRINGS 
at attractive prices 


5 . 
JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW, YORK 38, N. Y. 

















“ORIENTA” 


CULTURED PEARLS 
of QUALITY 
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Synthetic & Semi-Precious 


STONES 


Svathetic Ringstones all sizes and shapes 
DiamMonps—All Sizes and Qualities 


JOSEPH BLANB _.. |) 
COrtlawds 7-3562 


87 Nassau St. New Yerk 38, N. Y. 











Quality 
RHINESTONE 
JEWELRY 


Direct to yeu from the Manufacturer 
Free catalog upon request 


Fantasy of Jewels 


18-20 W. 3ist St., New York |, N. Y. 














LEDA — FEATURES 


14 K—G. F.—S. S. Findings 
All Price Ranges 
Ear Wires—Settings (Platinum) 
Stud Back & Wing Backs 
‘and a Thousand & One Other Items” 


LEDA FINDINGS CO. 
36 W. 47th St. PL7-0758 New York 36, N. Y. 














AMERICA’S FOREMOST 
JEWELERS PRINTED SUPPLY HOUSE 


Repair Checks 


Jobbing Envelopes 
Metal Scratch- Cell. Tags Wrap Papers 


Memo and Sales Books Appraisal Books String Tags 
Jewelers Tissue Price Tickets Stock Books 
Repair Books Credit Forms w Cards 


Complete Printed Supplies for the Trade 
Write for Samples. ‘‘if not in Stock, We Will Make I."’ 


DAUER PRINTING CO. 
33-39 €. 21st St.. New York 10, N.Y. Phone, Al 4-2175 
Visit Our Large Show Room of Supplies. 
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Do You Contemplate 
Going Out Of Business? 


One Jewelers’ experience 


A jeweler approached me re- 
cently and stated that he wanted 
to sell out, that he was ill and could 
not take the pressure of a sale. We 
had known each other for about 5 
years and | had conducted 3 suc- 
cessful sales. for him during this 


period. 






He had an ry of about 
$25,000 and hat - »ut $10,000 on 
the books. _ 

He advertised-+he store for saie 
and the top offer hggcould get was 
$19,000 lock sfiepe« woarrel. | 





finally sent oneipof my associates 
and he offered §M2,000. We then 
got together and hagasked me what 
to do. | advised him TO SELL, 


and to have usart¥@ *combination 
Flat & Auction gle for his benefit. 


“emember . . . it made no differ- 
ence to me whether | ran a sale for 
him or for the purchaser, but | have 
always felt that the jeweler himself, 
should gain the most out of a once 
in a lifetime opportunity like a 
Going Out of Business Sale. 


HE TOOK MY ADVICE... 
RESULT ... he had $36,000 in 
cash in the bank after all sales 
expenses including our commis- 
sion. 


Aa = 


| can furnish the name of this 
jeweler ot your request. 


WRITE! 


SILVERMAN SALES 
ENTERPRISES 


580 Fifth Avenue New York 36, N. Y. 
Tel. PLaza 7-4693 


WIRE! CALL! 
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Wisconsin's RJA Adopts Resolution 
Urging Members to Pass-on Tax Cut 
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Newly elected officers and directors of the Wisconsin RJA posed for this picture at their 


recent convention in Milwaukee. Seated, left to right, are: Harry T. Blum, president; Clyde 
Cauwenbergh, vice president: Ben Heald, secretary; and E. F. Waldhier, treasurer. Chosen 
as directors, standing left to right, are: Charles Cumicek, Harmon McCarthy, "Chet" 


Hubbard, Mel Anshus and Art Hentschel. 


Not present when picture was taken were 


directors M. J. Hupka and Milton Dalin. 


Harry T. Blum, Madison, was elected 
president of the Wisconsin Retail Jewelers’ 
Association, which met at the Plankinton 
Hotel in Milwaukee, May 2 to 4, for its 
48th annual convention. 

Officials elected for the coming year are: 
Clyde Cauwenbergh, Green Bay, vice presi- 
dent; Ben Heald, Milwaukee, secretary, 
E. F. Waldhier, Beaver Dam, treasurer. 
Directors chosen are: Harmon McCarthy 
(retiring president), Neenah; A. C. Hents- 
chel, Milwaukee; Mel Anshus, Mondovi: 
M. J. Hupka, Appleton; “Chet” Hubbard, 
Kenosha; Charles Cumicek, Seymour; and 
Milton Dalin, West Allis. The association 
also elected to meet in Milwaukee for its 
next convention. 

The association adopted a_ resolution 
urging the members to pass on to con- 
sumers the recent 10 per cent cut in fed- 
eral excise taxes. It was pointed out that 
in doing so, the jewelry industry would 
retain the public’s confidence. 

Corey W. Chase, Holdrege, Neb., re- 
gional vice president of the ANRJA ad- 


dressed the convention on the _ subject, 
“ANRJA in Action.” William Wagner, 


New York, executive secretary of the Na- 
tional Jewelers Association, spoke on, 
“Making Retail Jewelry Stores More Prof- 
itable.’” Among other speakers who ad- 
dressed convention sessions were Thomas 
Sprickman, Watchmakers of Switzerland, 
who chose as his topic, “How Jewelers Can 
Increase Their Share of the Consumer 
Dollar;” Ken Matsumoto, Jewelry Display 
Division, H. B. Mahan Co., spoke on “Store 
Fixtures and Arrangements that Sell;” 
A. C. Erickson, Jr., National Federation 
of Independent Business, chose as his sub- 
ject, “Who Believes in Independent Enter- 
prise?”; and H. P. Thompson, Milwaukee, 
City Bank & Trust Co., spoke on “King 
Size Charge Accounts.” 

“Bob” Hindon, Henry Klass Co., was 


| 
| 





re-elected president of The Badger Boost- 
ers, an organization formed last year for 
the purpose of bringing about closer re- 
lations between salesmen representing both 
manufacturer and wholesaler and the re- 
tail jewelers. Ote Bente, Elgin National 
Watch Co., was re-elected vice president; 
Ed Roethe, A. E. Nicholas Co., secretary; 
Herb Johnson, H. B. Johnson Co., treasu- 
rer. The following were elected to the 
board of directors: Lou Shoen, Bulova; Art 
Leithfuss, Ball Co.; L. Goldberg, Mead 
Co.; D. Smith, Granite Co.; B. Gasson, 
Kreisler Co.; and John Pelner, Ed. Cain 
Co. 

The entertainment was furnished by the 
Milwaukee Wholesale Jewelers Association. 


Work Started in New York 
On National Jewelers Exchange 


Work has been started on the alteration 
and modernization of the National Jewel- 
ers Exchange at 2-8 W. 47th St., N. Y. 

Costing approximately $500,000, the 
project is scheduled for completion about 
the middle of September and will provide 
space for 114 jewelers on its main floor. 
It is understood to be the largest number 
of independent jewelry firms ever to con- 
duct business on one floor. The new ex- 
change will be air-conditioned and contain 











@ restaurant, barber shop and_ private 
offices. 
LEATHER CLOCK CASES 


#11J—Sheepskin case—Black, 
Brown, Blue, Red, Tan, Green 
wees cee ee. . Keystone $7.00 
#223 Genuine Morocco Leather 
Case—Wine, Red, Black, Blue, 
Brown, Green, Tan. 

Ae Oe ee , 
#35.3J—Genuine Ecrase Leather 
with gold tooled border. Brown, 
Tan, Rose, Green or Light 
ED en cana’ Keystone $13.0 
234” and 25%” for Swiss and 
Waltham. Tmmediate Delivery. 


ARISTO IMPORT CO., INC. 630 Fifth Ave., New York 20 
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D JEWISH APPEAL HONORS DAVE KAY >} 





Seeks hemes 4 See 


JEWELRY 
FACTO 
Ss! 











‘RVISOR 


A large ring :.anutacturer :s 


seeking a man w 


s qualified to 


take charge of fa: tory. He must 
have knowledc 2 of model making 
and tool and die work. We prefer 





Among those attending the luncheon to welcome home Dave Kay, general chairman of the a man who has had supervisory 


Jewelry Division of the UJA, were, sitting left to right: Theodore Racoosin, co-chairman of 

UJA campaign; Col. Harry D. Henshel, Bulova Watch Co.; Dave Kay; and Jacob H. 

Schaeffer, Shiman Brothers. Standing, left to right, are: Moses Torczyner, Torczyner and 

Co.; Max Elkon, co-chairman, Diamond Trade Assoc.'s UJA section; Albert Bookbinder, 
Benrus Watch Co.; and Samson Hittner, Bulova Watch Co. 


experience in ring. manufacturing. 
This is an excellent opportunity 


for a qualified person. 





A welcome home luncheon was held for 
Dave Kay, general chairman of the Jew- 
elry Division of the United Jewish Appeal 
of Greater New York at UJA headquarters 


program undertaken by the national United 
Jewish Appeal to borrow $75,000,000 for 
a period of five years in order to accelerate 
the absorption of immigrants in Israel and 


Box "B., 144° ~ 
Jewelers’ Crcular-Keystone 





on April 14. 

Mr. Kay said in his address to the rally, 
“The recently granted $20,000,000 loaned 
to the UJA by seven New York banks, the 
amortization of which is a duty for each 
of us is an additional obligation we must | 
fulfill. This loan is part of a nationwide 


speed the country’s agricultural develop- 
ment as well as make available the hard 
currency required by Israel’s treasury to 
consolidate its short-term debts.” 














Founder of Coro Honored by 
Executives on Behalf of JDA 


Carl Rosenberger, founder of Coro, Inc., 
was honored by leading costume jewelry 
executives, April 28 at the Hotel Vander- 
bilt, New York, at a luncheon on behalf 
of the 1954 Joint Defense Appeal campaign 
of the Anti-Defamation League of B’nai 
B’rith. 

Mr. Rosenberger was presented with a 
plaque for “his outstanding efforts in the 
fight to protect democratic liberties,” by 
Max C. Meyer, of Joseph H. Meyer Bros., 
JDA co-chairman of the Costume Jewelry 
Division. Gerald Rosenberger, president of 
Coro, Inc., is chairman of the division. 


Helzberg Firm Acquires 
Property, Makes Promotions 


B. C. Helzberg, president of Helzberg’s 
Diamond Shops, has announced that the 
company has purchased a one-story build- 
ing at 3136-40 Troost Ave., Kansas City, 
Mo. The move is planned as an expansion 
of the Helzberg store at 3132 Troost Ave. 

The property totals about 5,000 sq. ft., 
and, having a frontage of 50 feet, will give 
this Helzberg location a total frontage of 
79 feet. 

Mr. Helzberg also announced several 
promotions. Samuel Golding has been made 
assistant manager of the Eleventh and Wal- 
nut St. store in Kansas City. George Palm- 
quist has been appointed credit manager 
of Helzberg’s Plaza in the same city. 








“HENRY COEHLER CO., INC. ie Avy’, 





100 Es! «2nd St. 
New Yor. 7, N. Y. 














12” x 1" 
Keystone 
$63 


17/1831 
16° x 1%" 
Keystone 
$66 


SEND FOR 
CATALOG 
& 
PRICES 


101 FIFTH AVENUE 


$£11/1823; 





FOR JUNE, 1954 
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Past Waster 
RING 


of Distinctive Design 


Coontail by Gran 


: pm = —. NS 
Si, iiss 





THis NEW Past Master Rtnc is made 
in the exclusive design and fine work- 
manship representative of the GRAN 
line of emblem jewelry. It has substan- 
tial weight for diamond setting or may 
be had with a gold me-nf-<e, in either 


10K or 14K gold. 


As a companion piece 
this attractive P.M. 
Charm may be had in 

her white or yellow 
gold with a genuine 
Moonstone face in the 
center. It is moder- 
' ately priced. 





Your inquiry will receive prompt attention. 


GRAN and COMPANY, Inc. 
546 S. Meridian St. © Indianapolis 25, Ind. 






































the Niash 
“CUFFMASTER,” 


TRADE MARK 


the anest 
cuff link 
back ever 
made 
for the 
Jewelry 
Trade 





Patented Design 155,535. 
Patented Construction 2.472.958. 
infringers will be prosecuted. 


Available in gold, silver, gold filled, brass 
other metels. 
Send for price list. 


NIASH REFINING CO. 
116 Nassau St., New York 38 








COrtiandt 7-4496 























MODERN AND ANTIQUE 
DIAMOND JEWELRY 
RINGS © BROOCHES 

BRACELETS © EARRINGS, Etc. 


s. 
Old Mine Diamond Heuse’’ 


J. L. DURLAND CO. 
608 Sth Ave., New Yerk 20 

















Executive Appointments 
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Named 


Manager of 
Benrus Watch 


JOSEPH SEROKA 





Joseph S. Seroka has been appointed 
sales promotion manager of the Benrus 
Watch Co., it was announced by Harvey 
M. Bond, advertising director. He was 
formerly assistant advertising director. 

In addition to his former duties, he is 
now responsible for all sales and dealer 
promotion activity, direct mail, Armed Ser- 
vice division, materials repair and new 
product introduction promotion. 

Before joining Benrus, Mr. Seroka was 
with the W. B. Doner, Detroit, and Spadea, 
N. Y., advertising agencies. 





Elected 
Director of 
Bigelow- 
Kennard Co. 


ROBERT J. 
LESPERANCE 





Robert J. Lesperance, Auburndale, 
Mass., has been elected a director of the 
Bigelow-Kennard Co., Inc., Boston. He is 
the son of the late president of the com- 
pany, Adrian H. Lesperance, and for the 
past two years has been an officer in the 
Transportation Corps of the U. S. Army. 


er 


Kalamazoo Jewelers Assoc. 
Holds "Old Timers” Dinner 


The Kalamazoo Jewelers Association 
honored “Old Timers” and their wives 
May 6 in Kalamazoo, Mich., at a group 
dinner. About 50 persons were in at- 
tendance. 


The honor guests gave the club rem- 
iniscences of early days in the jewelry 
business and in the association history. 
The secretary’s book, dating back to 1912, 
was displayed at this meeting. 


Honor guests included: Mr. and Mrs. 
Walter Hamilton, Mr. and Mrs. Miron D. 
Ellis, Mr. and Mrs. Cornelius LaRoy, Mr. 
and Mrs. A. R. Parker, Mr. and Mrs. 
Charles Wallace, Mrs. Lulu Bell and Mrs. 
Gracia Wildermuth. 


Sales Promotion 





Named 
Sales Mar. 
of General 
Case Corp. 


EDWARD 
FRANZBLAU 





The appointment of Edward Franzblay 
as sales manager and director of ney 
product research and development was an. 
nounced recently by the General Case 
Corp., 580 Fifth Ave., New York. 

Mr. Franzblau, a pioneer and leading 
authority in the field of metal and plastic 
jewelry box manufacturing, was manager 
of F. H. Noble’s New York office for over 
22 years. He will present General Case 
Corporation’s new expanded line of ring, 
watch and jewelry boxes in covered metal 
and plastic to the jewelry trade. 





International Nickel 
Elects New President 


Henry S. Wingate has been elected pres. 
ident of the International Nickel Co. of 
Canada, Ltd., and of its U. S. subsidiary, 
the International Nickel Co., Inc. 

Joining the firm in 1935 as assistant sec- 
retary of the parent company and assistant 
to the president of the U. S. subsidiary, 
Mr. Wingate became secretary of the par- 
ent company in 1939, director in 1942 and 
vice-president in 1949. 











Genuine 


BLACK STAR 
SAPPHIRES 


STYLE APPEALING 
FINE QUALITY STONES 
Current fashion highlights these beautiful 


gems which lend themselves to smart new 
desgias. 


DIAMOND CUT BLUE SAPPHIRES 
CALIBRE BLUE SAPPHIRES 
Golden, Blue and White Zircons in 


round, emerald cut and marquise. 
Loose Stones Exclusively 


WALTER S. ARNSTEIN 


1 W. 47th St. New York 36, N. Y. 
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THE GUARANTEED WATCH crow 


ACON WATCH CROWN co. 
50 Eldridge St., New York 2, N. Y. 
see et - a Filled Crowns 
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Handy & Harman Elect 
Director and Treasurer 





ARD G. FRANK H. 
ee ES WEMPLE 
Director Treasurer 


Richard G. Jones was elected to the 
board of directors, and Frank H. Wemple 
was elected treasurer, at the annual meet- 
ing of Handy & Harman, the firm has an- 
nounced. 

Mr. Jones is secretary and controller of 
the company, which he joined in 1945 as 
controller. He is also a director and sec- 
retary of Handy & Harman of Canada, Ltd. 

Mr. Wemple, formerly assistant secretary 
and the head of the company’s trading 
department, succeeds Howard W. Boyn- 
ton, who is continuing as vice-president. 
He came to the company in 1945. 


Elected 
President of 
Canadian 
Advertisers 


ROBERT E. 
DAY 





Robert E. Day, president of the Bulova 
Watch Co. Ltd., Toronto, was elected presi- 
dent of the Association of Canadian Ad- 


vertisers at its 39th annual conference, 
May 4-7. 


Sessions’ $25,000 Contest 
Is Now in Full Swing 


The Sessions Clock Co. reports that its 
$25,000 “September in Paris” contest is 
now in full swing across the country. 
Launched in February sales meetings, the 
dual contest, one for retail clerks, the other 
for Sessions’ distributor salesmen, features 
as grand prizes de luxe trips to Paris for 
two with all expenses paid. 

Douglas A. Lapham, Sessions’ marketing 
head, reports that distributors have greeted 
the contest with great enthusiasm and that 
they report similar enthusiasm from their 
retailers. 


The contest closes June 30. 


FOR JUNE, 1954 - 





NEMJSA Appoints Fradley 
Assistant Executive Secretary 


Bios 


PETER G. 
FRADLEY 
Assistant 
Executive 


Secretary 
NEMJSA 





Peter G. Fradley has been appointed as- 
sistant executive secretary of the New Eng- 
land Manufacturing Jewelers’ and Sil- 
versmiths’ Association, it was announced 
by George R. Frankovich, the group’s ex- 
ecutive secretary. 

Mr. Fradley’s duties will include activi- 
ties in the member and public relations 
field. He will supervise the issuance of 
NEMJ&SA’s monthly publication, “The 
Spokesman,” as well as other pieces of 
literature issued by the Association. He 
will also assume regular staff duties. 

A graduate of Brown University, Mr. 
Fradley has been associated with the edi- 
torial departments of the newspaper and 
trade press for several years. 
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If you are a better store with 
a clientele that appreciates 
finer things... then you will 
be interested to learn more 
about our unusual 


q Customer-Building 





fl 


WITH NO INVESTMENT 


Here’s your chance to get New 
Business from old customers and 
New Customers for your store. 


Here’s how! Write to us for our 
complete plan. We will show how 
to get orders for Genuine Steel En- 
graved Wedding Invitations and 
Social Stationery. Our work is super- 
fine quality, exclusively. No finer 
in the field. 

Be the first in your City. . . write at 
once for complete plan. 


will ROKER & co. 


414 N. Tweifth Blvd. © St. Louis 1, Mo. 





* Available to Lead «2 z rs who have 
the franchise for ouisianeling silver patterns. 

















In a new field, we have 
pioneered in the manufacture 
of quality stainless jewelry 
since 1949. Today our products 
are sold and reordered in over 
800 quality jewelry stores 
throughout the country. 














Consumer interest in stainless 
products is evidenced by 
expanding sales in many fields. 


Sample this desirable line by 
writing for assortment #15, 
at $40.00, or #25, at $75. 
Keystone $2.00 to $12.00. 


ro 


$yeo 5, 











The Platina Company ‘ 


21 North George St. 
York, Penna. 
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Past Master 
RING 


of Distinctive Design 


Cooatil by Gran 





THis NEW Past Master Rtnc is made 
in the exclusive design and fine work- 
manship representative of the GRAN 
line of emblem jewelry. It has substan- 
tial weight for diamond setting or may 
be had with a gold me>onf><e, in either 


10K or 14K gold. 


As a companion piece 
this attractive P.M. 
Charm may be had in 

her white or yellow 
gold with a genuine 
Moonstone face in the 
center. It is moder- 





' ately priced. 


Your inquiry will receive prompt attention. 


GRAN and COMPANY, Inc. 
546 S. Meridian St. © Indianapolis 25, Ind. 
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Patented Design 155,535. 
Patented Construction 2.472.958. 
Infringers will be prosecuted. 


Available in gold, silver, gold filled, brass 
other metzls. 
Send for price list. 


NIASH REFINING CO. 
116 Nassau St., New York 38 








COrtiandt 7-4496 

























MODERN AND ANTIQUE 
DIAMOND JEWELRY 
RINGS © BROOCHES 


Ce. “The 
Old Mine Diamond Heuse’’ 


J. L. DURLAND CO. 
608 Sth Ave., New Yerk 20 

















Executive Appointments 








Named 


Manager of 
Benrus Watch 


JOSEPH SEROKA 





Joseph S. Seroka has been appointed 
sales promotion manager of the Benrus 
Watch Co., it was announced by Harvey 
M. Bond, advertising director. He was 
formerly assistant advertising director. 

In addition to his former duties, he is 
now responsible for all sales and dealer 
promotion activity, direct mail, Armed Ser- 
vice division, materials repair and new 
product introduction promotion. 

Before joining Benrus, Mr. Seroka was 
with the W. B. Doner, Detroit, and Spadea, 
N. Y., advertising agencies. 





Elected 
Director of 
Bigelow- 
Kennard Co. 


ROBERT J. 
LESPERANCE 





Auburndale, 


Robert J. 
Mass., has been elected a director of the 
Bigelow-Kennard Co., Inc., Boston. He is 
the son of the late president of the com- 
pany, Adrian H. Lesperance, and for the 
past two years has been an officer in the 
Transportation Corps of the U. S. Army. 


Lesperance, 
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Kalamazoo Jewelers Assoc. 
Holds "Old Timers” Dinner 


The Kalamazoo Jewelers Association 
honored “Old Timers” and their wives 
May 6 in Kalamazoo, Mich., at a group 
dinner. About 50 persons were in at- 
tendance. 


The honor guests gave the club rem- 
iniscences of early days in the jewelry 
business and in the association history. 
The secretary's book, dating back to 1912, 
was displayed at this meeting. 


Honor guests included: Mr. and Mrs. 
Walter Hamilton, Mr. and Mrs. Miron D. 
Ellis, Mr. and Mrs. Cornelius LaRoy, Mr. 
and Mrs. A. R. Parker, Mr. and Mrs. 
Charles Wallace, Mrs. Lulu Bell and Mrs. 
Gracia Wildermuth. 


Sales Promotion 











Named 
Sales Mor. 
of General 
Case Corp. 


EDWARD 
FRANZBLAU 





The appointment of Edward Franzblay 
as sales manager and director of new 
product research and development was an. 
nounced recently by the General Case 
Corp., 580 Fifth Ave., New York. 

Mr. Franzblau, a pioneer and leading 
authority in the field of metal and plastic 
jewelry box manufacturing, was manager 
of F. H. Noble’s New York office for over 
22 years. He will present General Case 
Corporation’s new expanded line of ring, 
watch and jewelry boxes in covered metal 
and plastic to the jewelry trade. 





International Nickel 
Elects New President 


Henry S. Wingate has been elected pres- 
ident of the International Nickel Co. of 
Canada, Ltd., and of its U. S. subsidiary, 
the International Nickel Co., Inc. 

Joining the firm in 1935 as assistant sec- 
retary of the parent company and assistant 
to the president of the U. S. subsidiary, 
Mr. Wingate became secretary of the par- 
ent company in 1939, director in 1942 and 
vice-president in 1949, 











Genuine 


BLACK STAR 
SAPPHIRES 


STYLE APPEALING 
FINE QUALITY STONES 
Current fashion highlights these beautiful 


gems which lend themselves to smart new 
desgins. 


DIAMOND CUT BLUE SAPPHIRES 
CALIBRE BLUE SAPPHIRES 
Golden, Blue and White Zircons in 


round, emerald cut and marquise. 
Loose Stones Exclusively 


WALTER S. ARNSTEIN 


| W. 47th St. New York 36, N. Y. 
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Handy & Harman Elect 
Director and Treasurer 





RICHARD G. FRANK H. 
JONES WEMPLE 
Director Treasurer 


Richard G. Jones was elected to the 
board of directors, and Frank H. Wemple 
was elected treasurer, at the annual meet- 
ing of Handy & Harman, the firm has an- 
nounced. 

Mr. Jones is secretary and controller of 
the company, which he joined in 1945 as 
controller. He is also a director and sec- 
retary of Handy & Harman of Canada, Ltd. 

Mr. Wemple, formerly assistant secretary 
and the head of the company’s trading 
department, succeeds Howard W. Boyn- 
ton, who is continuing as vice-president. 
He came to the company in 1945, 


NEMJSA Appoints Fradley 
Assistant Executive Secretary 


PETER G. 
FRADLEY 


Assistant 
Executive 
Secretary 


NEMJSA 


Peter G. Fradley has been appointed as- 
sistant executive secretary of the New Eng- 
land Manufacturing Jewelers’ and Sil- 
versmiths’ Association, it was announced 
by George R. Frankovich, the group’s ex- 
ecutive secretary. 

Mr. Fradley’s duties will include activi- 
ties in the member and public relations 
field. He will supervise the issuance of 
NEMJ&SA’s “The 
Spokesman,” as well as other pieces of 
literature issued by the Association. He 


monthly publication, 


will also assume regular staff duties. 
A graduate of Brown University, Mr. 
Fradley has been associated with the edi- 
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If you are a better store with 
a clientele that appreciates 
finer things... then you will 
be interested to learn more 
about our unusual 


q Customer-Building 
[fyportunite 
WITH NO INVESTMENT 


Here’s your chance to get New 
Business from old customers and 
New Customers for your store. 


Here’s how! Write to us for our 
complete plan. We will show how 
to get orders for Genuine Steel En- 
graved Wedding Invitations and 
Social Stationery. Our work is super- 
fine quality, exclusively. No finer 
in the field. 

Be the first in your City. . . writ2 ut 
once for complete plan. 


will KOKER & co. 


414 N. Tweifth Blvd. ¢ St. Louis 1, Mo. 















*Available to Lead 4g 5 : who have 
the franchise for ouistamding silver fatierns.: 


torial departments of the newspaper and 
trade press for several years. 














Elected 
President of 
Canadian 
Advertisers 


ROBERT E. 
DAY 





Robert E. Day, president of the Bulova 
Watch Co. Ltd., Toronto, was elected presi- 
dent of the Association of Canadian Ad- 


vertisers at its 39th annual conference, 
May 4-7. 


Sessions’ $25,000 Contest 
Is Now in Full Swing 


The Sessions Clock Co. reports that its 
$25,000 “September in Paris” contest is 
now in full swing across the country. 
Launched in February sales meetings, the 
dual contest, one for retail clerks, the other 
for Sessions’ distributor salesmen, features 
as grand prizes de luxe trips to Paris for 
two with all expenses paid. 


Douglas A. Lapham, Sessions’ marketing 
head, reports that distributors have greeted 
the contest with great enthusiasm and that 


they report similar enthusiasm from their 
retailers. 


The contest closes June 30. 


FOR JUNE, 1954 
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Consumer interest in stainless 
products is evidenced by 
expanding sales in many fields. 


In a new field, we have 
pioneered in the manufacture 
of quality stainless jewelry 
since 1949. Today our products 
are sold and reordered in over 
800 quality jewelry stores 
throughout the country. 


Sample this desirable line by 
writing for assortment #15, 
at $40.00, or #25, at $75. 
Keystone $2.00 to $12.00. 


The Platina Company 
21 North George St. 
York, Penna. 
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Prov., R. I. 
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INTER =D RINGS 
Outs -nain 
$62.50 . $5. 


Announces 


One year free insurance against loss, -tc. This 
mounted diamond ring and Lock Sets line, with 
supporting sales . which include guarantees 
—displays, h=aer"ZE, price tags, ring boxes, 
etc., is - “ei - aller. 


EX “USIVE FRANCHISES AVAILABLE 


LOUIS F. GUINESS, INC. 


Diamond Importers Since 1910 
373 Washington St. Boston, Mass. 














NEW 
PACIFIC 





Cha Chit 


GIFT PAKS 
EUREKA MFG. CO., INC. Taunton, Mass. 


Makers of Rolls, Bags, Cases and Chests for 
Silverware since 1926. Send for descriptive 
leaflets and Price List. 








Sold euty Girest te Roteliers 
WELLS MEG CO 


ATTLEBORO MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 
CO. 


THE SEYMOUR MEG. 


SEYMOUR, (CONN 
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q The annual convention of the Vermont 
Retail Jewelers Association will be held at 
the Equinox House, Manchester, Vt., on 
June 13, 14 and 15. John E. Mitchell, pres- 
ident of the organization, and other officers 
met in Rutland, Vt., on April 15 and com- 
pleted plans. 

q Anson, Inc., jewelers of Providence, 
R. [., notified the trade on April 30 that 
after considerable deliberation they had 
reached a deciison to limit the distribution 
setup in New England to three wholesalers 
—I. Alberts’ Sons, Jewelers Building, Bos- 
ton; George F. Crook, Providence, and 
D. C. Percival Co., Inc., Jewelers Building, 
Boston. This arrangement is_ effective 
June 10. 

q The Boston Jewelers Club completed 
plans recently to hold its annual summer 
outing at the New Ocean House, Swamps- 
cott, Mass., on June 16. 

q D. C. Percival Co., Boston, announced a 
showing at the New York State Retail 
Jewelers convention at the Mark Twain 
Hotel, Elmira, N. Y., on May 9 to 11, and 
the firm was represented there by Bob 
Parker, “Duke” Regan, and Dick Heerde. 
q The 39th annual convention of the New 
Hampshire Retail Jewelers’ Association 
will be held June 27 and 28, at the Hotel 
Wentworth-by-the-Sea, Portsmouth, N. H., 
according to Herman D. Page, president. 
A dinner on Sunday will be followed by 
entertainment. Golf, swimming and a boat 
ride will precede the annual clam bake on 
Monday, to be followed by sports, bridge 
and the annual banquet, with distribution 
of door prizes on Monday night. 

q Samuel Goldstein, of Goldland Jewelry 
Co., 616 Washington Bldg., Boston, who, 
with his family, attended the sale of trea- 
sures of the late King Farouk in Cairo, 
Egypt, has returned with a large stock of 
items, many of historical and romantic 
origin, which will be sold and placed on 
exhibit shortly. One of the top items in 
the collection is a diamond crown worn 
by the Egyptian Queen. While he was in 
Egypt, Mr. Goldstein was pictured with a 
writeup in the publication mages for 
April. 

q The largest display of Danish porcelains 
by Bing & Grondahl of Copenhagen ever 
shown in Boston went on display at Shreve. 
Crump & Low during the week of April 
20, and attracted wide publicity and atten- 
tion. Among the pieces was a dinner ser- 
vice created for the royal family of Den- 
mark and a series of exquisite figurines 


illustrating the. best-loved fairy tales of 
Hans Christian Anderson. 
q Woonsocket, R. I.,. newspapers carried 


a picture and a column story on the 50th 
jubilee “open house” celebration staged 
during the week of April 5 by Beaudet’s, 
Jewelers and Optometrists. “Arthur Beau- 
det,” the article stated, “holds the dis- 
tinction of being the earliest living founder 
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of a Main Street business. Many of the 
city’s present jewelers and optometrists re. 
ceived their start at Beaudet’s,” 
added, “including among them the older 
of the Cadoret Brothers, whose sons are 
now prominent in the same line of business 
and in civic affairs.” 


q Meyer Lippa, of Lippa & Co., 


the story 


Burling 


ton, Vt., purchased the stock of R. E£. 
Van Gelder, jeweler, who recently went 
south. 


q Edward Hiertzler, son-in-law of Theodore 
Michaeles, proprietor of Gay’s, Jewelers, 
Southbridge, Mass., has entered the firm’s 
employ after recent discharge from the 
Armed Forces. 
q Nat Goodman of N. I. Goodman, Ine., 
1006-7 Jewelers Bldg., Boston, will meet 
again with old buddies of World War J, 
and new buddies of World War II, when 
the Yankee Division holds its 35th annual 
convention in Boston on June 17 to 20, 
Nat has been president of the All-Medical 
Division of the YD Veterans Association 
for 25 years. Mrs. Goodman spent a week 
in May at Atlantic City with her three 
sisters, 
q The jewelry store owned and operated 
by Peter Conti in Hudson, Mass., was 
badly damaged by fire in Mid-April. 
q Quarters of J. M. Lansky and Myron 
Beylick, 903 Jewelers Bldg., Boston, have 
been completely redecorated. 
q Isadore Colmes, jewelry auctioneer, 18 
Tremont St., Boston, has been ill at the 
Beth Israel Hospital. 
q Louis Rosenblatt, diamond broker, 908 
Jewelers Bldg., Boston, returned on May 6 
after five months in Florida. 
q Mrs. Rose Marshall, head bookkeeper, 
Travis-Farber Co., 909 Jewelers Bldg., Bos- 
ton, was re-elected the third time as presi- 
dent of the North Dorchester Women’s Re- 
publican Club on April 19. Oresto Del’: 
Orfano, office manager, reopened his sum- 
mer home at Sunset Point, Nantasket, and 
has been engaged there in repainting the 
place. 
q Wilmot (Bill) Schwind, of R. C. Jewelry 
o., Rumford, Me., toastmastered the an- 
nual dinner of the Rumford Retail Trade 
Board, honoring Judge Beliveau on April 
a. 
q Oscar Zaff, of Smith & Zaff, 309 Jewel- 
ers Bldg., Boston, was among the first hook 
throwers when the season opened at the 
Fin, Fur and Feather Club at Cochituate, 
Mass. His report: “good fishing!” 
q Roland Cadoret, of Cadoret Brothers, 
Woonsocket, R. I., has been named trea- 
surer of the Social Street Retail Trade 
Board, formed to promote sales for the 
area. 
q Landry Jewelers, Woonsocket, R. I., has 
added a new Zenith hearing aid clinic to 
their store. 
q Phillip Brault, Jr., son of Phil Brault, 
Phillips & Lucas store, Montpelier, Vt., 
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Massachusetts and 
Rhode Island Jewelers 
Hold Annual Conclave 


About 200 members and guests gathered 
for the 39th annual convention of the 
Massachusetts and Rhode Island Retail 
Jewelers Association, April 21, in Boston 
at the Parker House. 

William Shreve, president of the Associa- 
tion, urged support of national and state 
jewelers’ groups so that common objectives 
nay be attained. 

Trade talks were given by Craig Mun- 
son, vice-president, International Silver 
Co.; M. S. Greenwald, Omega Watch Co.; 
Preston B. Bergin, executive vice-chair- 
man, Retail Jewelers Tax Committee; and 
Lewis G. Bernstein, general counsel, Retail 








Jewelers Trade Council. 

Head table guests included: George B. 
Frankovitch, New England Manufacturing 
Jewelers & Silversmiths Association; Mr. 
Bergin; Mr. and Mrs. Michael Mahar, 
Diamond Peacock Club; Mr. and Mrs. 
Herman Page, New Hampshire Retail Jew- 
elers Association; Mr. and Mrs. Russell 
Ferguson, secretary; C. Edward Cotter, 
immediate past president; Mr. and Mrs. 
William Shreve, Mr. and Mrs. Bird; Mr. 
Munson; Mr. and Mrs. Albert Munnis, 
Boston Jewelers Club; Mr. Greenwald; Mr. 
and Mrs. Ellsworth W. Read, director; 
and James R. Kay, vice-president. 

The convention marked the 28th year as 
treasurer for Frederick W. Bird. 

Door prizes were drawn at the after- 
noon business session and during the din- 
ner which followed. Several acts of enter- 
tainment and dancing took place after the 
banquet. 





At t the hoa eee table of the 39th annual convention of the eet and Rhode 
Island Jewelers Association were, left to right, Mrs. William Shreve; William Shreve, presi- 
dent of the Association; Frederick W. Bird, treasurer; Craig Munson, International Silver 


Co.; Mrs. Albert Munnis; 


and Albert Munnis, president, Boston Jewelers Club. 








competed in the Vermont finals in a Square 
Dancing contest at Norwich University, 
Northfield, Vt. 

q Mr. and Mrs. Ward Amidon, jewelers of 
Hanover, N. H., are back after a month 
at Jacksonville, Fla. 











For Fast Dependable 
Economical 


WATCH REPAIRING 


Send your work to 


Cooper’sWatch Repair Co. 


48 West 48 Street, New York 36, N. Y. 
Plaza 7-1740 











LOUIS LENHOFF 


America’s Ethical Auctioneer, 
Says Don't Gamble; have beer conducting 
Auctions for Retail Merchants the Past 28 Years 
All Over America, No Deal too Large, No Deal 
too Small. 


TYler 6-0439 











3010 W. Chicago Bivd., Detroit 6, Mich. 
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q Mr. and Mrs. R. E. Guite of Waterville, 
Maine, were Easter holiday visitors in 
Boston. 

q Ben Rosenberg, 503 Jewelers Bldg., Bos- 
ton, has taken over the jewelers’ supplies 
business formerly headed by Milton Orkin 
of the Province Bldg., and will operate the 
business at the same address as the Bos- 
ton Findings Co. Mr. Orkin has gone to 
California. 

q William Preston, of F. J. Preston & Son, 
Burlington, Vt., spent the months of March 
and April in California. 

q Mr. and Mrs. Pulli, of Saccon’s, jewel- 
ers, Salem, Mass., spent three weeks of 
March touring Florida. 

q “Ginger” Lemay, daughter of Mr. and 
Mrs. Louis Lemay, Lemay Brothers, Man- 
chester, N. H.; modeled children’s wear 
during a fashion show at the first telecast 
of station WMURTV of that city on 
April 9. 

q Joseph E. Cox, jeweler, Athol, Mass., 
has been remodeling a new store in a loca- 
tion just across the street from his old 
place, and held a formal opening late in 
May. 

q Al Drummond, buyer of sterling silver 
and plate, Tilden-Thurber Corp., Provi- 
dence, R. L., became superintendent on 
April 1.* 

q Miss Millicent Cotter, daughter of Mr. 
and Mrs. J. Edward Cotter of Prince-Cotter 
Co., Lowell, Mass., was married to James 
D. Hogan, of Columbia, Tenn., on April 27. 
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CLOCKS 


AUTOMATICALLY CALCULATE 
**time at a glance'’ 


Shown above: Model 800 REGEN- 
CY. Retails at $40.00. Other fine 
NUMECHRON Self-Starting Elec- 
tric Clocks from $9.95 to $85.00. 


"As Advertised tn TIME" 


Consult your distributor or write 
for illustrated catalog and attrac- 
tive discounts. 


Personalized Imprinting Avaliable 








PENNWOOD NUMECHRON COMPANY 


7249 Frankstown Avenue, Pittsburgh 8, Penno 


ciation held its convention on April 26 at 
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Day or Evening 
PHILA. COLLEGE OF HOROLOGY 
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Write Dept."'K"' IlI'd Catalog 
in Watehenking Baldwin 9-1376 Est. 1894 
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q Herbert Solomon of Herbert’s Jewelers, | @ Among the many outstanding windoy 
1258 Kaighn Ave. in Camden, N. J., is in | displays of Towle’s new rose solitaire de. 
the midst of plans for the grand opening signed silverware were those at J. E. Cald. 
in August of the new building at 1254 well linking a pink diamond solitaire ring, 
which is now being constructed to house and S. Kind and Sons using a diamond gojj. 
his store. Plans for changes in merchan- taire in the traditional blue-white shade. 





q We are informed that new booklets pre. 
pared and published by the Pennsylvania 
State Retail Jewelers Association through 
the courtesy of Hamilton Watch Company 


dising technique in the new store call for 
an increase in higher priced lines with 
more sterling flatware and hollowware, bet- 
ter luggage and handbags, and probably 





better chinaware. | are now available for the asking. They 

| q Marco Bianco, owner of the Bryn Mawr | show tables of state plus federal tax op 
Jewelers, 814 Lancaster Ave., Bryn Mawr, | variously priced merchandise to facilitate 
Pa., reports that the annual fish bowl pro- | rapid tax computing. Those jewelers jp. | 
motion conducted jointly with his store and | terested may obtain copies by writing to 
the Acme Store in this community has | the PRJA, 5 S. 40th St., Philadelphia 4, 
been postponed from May to June to avoid | Pa. A_ stamped, self-addressed envelope 
conflict with other community affairs. | would be appreciated. 








. | York University. This well-known speaker 

Penna. Jewelers Enjoy | and authority on practical methods of 
. | merchandising provided the type of mate- ff 

Well Planned Convention | rial which brought out many notebooks 
| in the audience. 

The Pennsylvania Retail Jewelers Asso- | Harry R. Gerber (Bramley’s, White & 
Plains, N. Y.), vice-president of the & 


the Hotel Brunswick, in Lancaster, with ANRJA, spoke on the essentiality of asso- 





Raymond W. LaCroix heading the host | ciation work and united effort and told of §& 
group of jewelers from Lancaster County. | the current efforts of the national associa- 
About 200 jewelers were in attendance | tion in fighting discount selling. } 
as Association President Charles H. Heine Sunday evening, a buffet supper and 
opened the meeting with a report of the | dance was held at the Stone Barn, just 


outside Lancaster. Monday, the ladies 
went on a tour of the Lancaster country- 


past year’s activities and accomplishments. 
Lansford F. King, editor of THE JEWELERS’ 





address from Dr. Charles M. Edwards, | and vice-president, Southeast District, Mer- 
| ritt Alexander of Hamburg. 


Dean of the School of Retailing of New 


CircuLAR-KEYSTONE, spoke on the subject | side as guests of the Hamilton Watch Co. 
of trade diversion and discount selling. | The following association officers were 
Paul Tschudin, director of the Watch- | elected for the coming year: president, 
makers of Switzerland Information Cen- | Kenneth L. May of York; secretary-trea- 
ter, explained the Swiss watch situation | surer, M. L. Sullivan of York; vice-presi- 
and the present market for watches in this | dent, Northwest District. Edward L. Car!- 
country. His talk contained many realis- | son of Kane: vice-president, Southwest Dis- 
tic suggestions on how the retailer can | trict, Oliver Kunsman of Rochester; vice F 
compete with irregular outlets and the op- | president, West Central District, Frank A. § 
portunities offered for the jeweler to mer- Ruff of Johnstown: vice-president, East § 
chandise watches through his watch repair Central District. Raymond W. La Croix § 
department facilities. of Quarryville; vice-president, Northeast & 
The afternoon session was opened by an District, Harold E. Hinkle of Bethlehem. 
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Wives of jewelers attending the Pennsylvania Retail Jewelers Association convention ef- 
joyed a tour of historically rich Lancaster County with a Pennsylvania Dutch lunch at 
Lititz, as guests of the Hamilton Watch Co. Mrs. R. W. LaCroix (fifth from left, front row) | 

wife of R. W. LaCroix, Quarryville, Pa., arranged the tour. | 
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Obituaries 





Alexander N. Allan, owner of James 
Allan & Co., jewelers, Charleston, S. ll 
died suddenly April 30 at his home there. 
He had been associated with the firm since 
1923 and became its president about 10 
years ago. The firm was founded by his 
grandfather in 1855. He was long active 
in civic affairs, and was a former officer 
in the Charleston Retail Merchants Asso- 
ciation and a past director of the Charles- 
ton Chamber of Commerce. Surviving are 
his widow and a daughter. 


Bernard Braunstein, who owned a 
jewelry store in Hoboken, N. J., for 35 
years, died May 10 in Hackensack, N. J. 
Born in Rumania, he lived 22 years in 
Riverdale before retiring and moving to 
Hackensack a year and a half ago. Sur- 
viving are his widow and two sons. 


David Burnett, 71, senior partner in 
Burnett Brothers, jewelers in Portland, 
Ore., died April 30 in an Oregon City hos- 
pital. Mr. Burnett was born in Russia in 
1883. He operated a furniture store in 
Great Falls, Mont., before Burnett Brothers 
opened in Portland in 1932. He was a 32nd 
degree Mason and a member of the Shrine. 
Surviving are his widow and five brothers. 


William G. Doelker, 67, head of Doel- 
ker & Muhlfeld, Inc., jewelers at 1 W. 
57th St., N. Y., died May 2 in St. Vin- 
cent’s Hospital, New York. He established 
his own business in 1942. Surviving are his 
wife, a brother and two sisters. 


Mrs. Betty S. Lambert, 80, widow of 
August V. Lambert, founder of Lambert 
Brothers Jewelers, Lexington Ave. and 
60th St., N. Y., died May 7 at her home, 
570 Park Ave. Surviving are her two sons, 
Victor A. Lambert, president of the firm, 
and Henry L. Lambert, vice-president. 


David Levine, 37, salesman for Joseph 
Hagn Co., wholesale jewelers, Chicago, 
died April 19. Surviving are his widow, 
a son, two sisters and four brothers. 


Leo M. Lynch, 47, midwestern sales 
representative for the Waltham Watch Co., 
Waltham, Mass., died April 2 in Chicago. 
He was with Waltham as sales representa- 
tive in the east and part of the time in 
the midwest from 1939 to 1945, and joined 
the firm again in 1953. He was born in 
Scranton, Pa. Surviving are his widow, 
two daughters and two sons. 


James Niven, 98, a retired jewelry 
manufacturer of Cincinnati, died April 17 
in that city. A native of Scotland, he was 
widely known as a master craftsman for 
more than 60 years, maintaining his shop 
at 31 E. 4th St. He had been a close 
friend of many theatrical and sports celeb- 
rities, one of whom was John L. Sullivan, 
the boxing champion, whose extensive col- 
lection of jewelry was made by Mr. Niven. 
In 1951, he attracted national attention 
when, at 95, he became the oldest Mason 
ever to be initiated into the Scottish Rite. 
He was a member of Avon Masonic Lodge 
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and the Caledonian Society, of which he 
was a past president. Surviving are two 
nieces and a nephew. 


Jack Rosenson, 70, of 1515 Lunt Ave., 
Chicago, passed away on May 6 at his 
home. He helped found the jewelry firm 
of Altbach & Rosenson in Chicago. Sur- 
viving are three sisters. 


Charles J. Tonry, 79, a manufacturer’s 
representative in the jewelry business on 
Maiden Lane, New York, for 60 years, 
died May 8 at Rockville Centre, L. L, 
N. Y. For the last 26 years, he had been 
with the A. Micallef Co., Providence, R. I. 
He was a past president of the Jewelers 
Fraternal Association and the Maiden Lane 
Historical Society, and a member of the 
Brotherhood of Traveling Jewelers. His 
widow, two sons and a daughter survive. 


Mrs. Anne Crosby Wilmerding, a 
representative of gift manufacturers, 225 
Fifth Ave., N. Y., died in St. Vincent’s 
Hospital, New York, April 28. She was 
born in Austin, Texas. She was a director 
of the National Gift and Art Association 
and a member of the Eastern Mfrs. and 
Importers Exhibit, Inc. Surviving is her 
daughter. 





Newark Jewelry Mfg. Co. Head 
Louis P. Jacobiiti, Dies 


Louis P. Jacobitti, 80, founder and presi- 
dent of the Newark Jewelry Manufacturing 
Co., 18 Columbia St., Newark, N. J., died 
at Hackensack Hospital, New Jersey, April 
23. 

Mr. Jacobitti founded his company more 
than 50 years ago. He had come to this 
country at the age of 16 from Italy and 
became a U. S. citizen as a young man. 

In his youth, he was an active Presby- 
terian lay preacher. He aided in the foun- 
dation of several Presbyterian churches in 
New Jersey in Newark, Plainfield and the 
Oranges. He lived by the Golden Rule and 
believed that in these modern days, it 
must be practiced and preached, especi- 
ally in business and daily living. 

Surviving are his widow and four sons. 
The family will continue the business. 





Samuel M. White, Treasurer 
Of S. M. White & Sons, Dies 


Samuel M. White of Providence, trea- 
surer of Samuel M. White & Sons, Provi- 
dence jewelry manufacturers, died April 
28 after a short illness. 

Born in Lomza, Poland, Mr. White had 
been a resident of Providence for 50 years. 
He was a member of Temple Emanu-F], 
Miriam Hospital Association, the Touro 
Fraternal Association and the Jewish Home 
for the Aged. 

Surviving besides his wife, Mrs. Ida T. 
White, are a son, a daughter, two brothers, 
a sister and four grandchildren. 
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The World’s LARGEST, 

DIAL REFINISHING COMPANY 
Assures You of TOP 

QUALITY & SERVICE 


DIAL REFINISHING 
CRYSTAL FITTING 
BAND REPAIR 


offices: 


4078 Crenshaw Blvd., Los Angeles 8, 
Calif. 

657 Mission St., San Francisco 5, Calif. 

1625 Broadway, Oakland 12, Calif. 

Seaboard Bldg., Seattle 1, Wash. ~ 

29 E. Madison St., Chicage ”, Ill. 


University Bldg., Denver? = -16. 
923 Penn Ave., Pittsburq, 2, Pa. 

83 Walton St., N.W., Atlanta 3,.Ga. 
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1015 Walnut St., Kansas City, Mo. 

KIRK DIAL COMPANY 
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Sterling 
Hatware 


Inactive and Obsolete 





We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
any quantity, no matter how 
small or how large — active, 
inactive, or obsolete, new or 


used. 


We are also interested in co- 
operating with dealers who 
have calls for the older sterling 
patterns that are no longer 
available. 


Reference— 
Jewelers Board of Trade 


JULIUS GOODMAN & SON 


Memphis Jewelers Since 1862 


77 MADISON AVENUE 
MEMPHIS, TENNESSEE 
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WANTED 
ASSISTANT EXECUTIVE 


For our Watch and Jewelry 
Department | 


PERMANENT POSITION 


For a man with above capa- 
bilities. — 

With opportunities for advance- 
ment. 





All correspondence held strictly 
confidential. = 

Address replies, giving experi- 
énce, to 


ALFRED J. KROWER 


LEONARD KROWER 
& SON, INC. 


Wholesale Jewelers 
P. 0. BOX 330 NEW ORLEANS 9, LOUISIANA 














NOW... 

A SILVER PROTECTIVE COATING 
Guaranteed against discoloration 
for a full year. 

After initial polishing of silver, 
brass or copper, Silver Shield 
will protect and retain the 
polish with no further atten 
tion. It is not a lacquer, acetate, 
or plastic. It will not peel off. 
It is washable,even in hot water. 
Any scratches or breaks in the 
coating, due to handling, are 
easily and invisibly 
renewed without re 
coating the object. 


SILVER SHIELD 


ENDS CONSTANT POLISHING 
PROTECTS MERCHANDISE — EASILY USED 
Tested in showrooms of outstanding jewelers 


J. M. Buckler Co. 1415 Anita Houston, Texas 
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q The annual regional conference of the 
Retail Jewelers’ Research Group was held 
at Dallas, from April 12 to 14, with Myron 
E. Everts, of the Everts Jewelry Co. as 
host. 

q The Diamond Jewelry Co., at present 
located at 219 Melrose Building, has leased 
2,500 square feet on the main floor of the 
Magnolia Building, which it will remodel 
into a modern two floor store. The space 
was leased for a period of 11 years. 

q Richard W. Reiner, of Gildemeister’s, 
San Antonio, has completed the registered 
jeweler course of the American Gem Soci- 
ety, being the second member of the 
store’s staff to win this distinction. 

q Gordon’s Quality Jewelers opened a new 
store, its ninth in Houston, at 1384 Federal 
Road. Completely air-conditioned and fea- 
turing a new visual type front and pro- 
jecting display windows, it will serve north- 
east Houston and Greens Bayou. Sam 
Gallerano is manager of the new store. 

q The Southern Jewelry Co., San Antonio, 
will celebrate its 50th anniversary by mov- 
ing from 112 W. Houston St. to new quar- 
ters at 325 Alamo Plaza, the site of the 
old Palace Theatre building. “Shep” 
Scharlack is manager of the store. 

q The Carl Mayer Jewelry Co., Austin, 
Tex., has been sold by Carl Mayer to 
Barton Wood, former jeweler of Waco, 
Tex. Mr. Mayer, the grandson of the Carl 
Mayer who established the business in 
1865, will retire after more than 40 years 
as a jeweler. 

q Herman Rubin, owner of Wm. Rubin 
& Son, Miami, has retired from that busi- 
ness, the store having been operated for the 
past 30 years. He will devote his entire 
time to Maynard-Page, Inc., a jewelry 
store, of whch he is president and which 
is also in Miami. 

q Carl J. Kline has been named executive 
vice-president of Lord’s Jewelers, Inc., the 
six-store Louisville, Ky., jewelry chain. 
He has been with the firm three years. 

q Lucy K. Maxwell, secretary of the Duval 
Jewelry Co., Jacksonville, Fla., was the 
guest of honor at a testimonial dinner 
which celebrated her completion of 35 
years association with the firm. She re- 
ceived a certificate from Henry V. Jen- 
kins, vice-president. Mrs. A. O. Jenkins, 
chairman of the board, and O. A. Jenkins, 
president of the firm, also attended the 
dinner. Miss Maxwell will leave on an 
extended vacation to England, her native 
land, as a guest of the company. 





Baltimore-Washington News 


q With deep regret many friends and for- 
mer associates mourned the passing of Max 
M. Sugar who died at the age of 84 on 
April 20. Affectionately known as “Pop” 
to many in the industry, he maintained 
his association with the U. S. Jewelry Co. 
as an expert on diamonds, a capacity which 
he held for 40 years. He was a brother- 








5S HOPKINS PLACE, BALTIMORE, MD. 
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in-law of the late Harry Baumehl of the 


» THE SOUTH | 


same firm. Three sons, Louis, Bernard 
and Howard, all known in the jewelry ip. 
dustry in this area, are among his gy. 
vivors. 

q Harold L. Yoffe, jeweler and optician, 
formerly at 1450 Light St., Baltimore, jg 
now located at 4705 Liberty Heights Aye. 
q National Wholesale Jewelry Co. of Balti. 
more, Md., formerly of 21 N. Liberty §¢, 
moved to a new and more adequate loca. 
tion at 115 West Fayette St. The establish. 
ment is a ground floor location with base. 
ment for storage, and is equipped with 
modern fixtures. 

q Mrs. Naomi Lisenbee of Hyattsville, Md, 
is recuperating at her home after being 
hospitalized for two weeks. 

q The Jewelers Bowling League of Balti- 
more staged its annual banquet on May 18 
at the Emerson Hotel, where prizes and 
awards were tendered winners in various 
classifications. The officers who will head 
the organization for the coming year are: 
president, John Evans (Prince Jewelers), 
vice-president, August Beck (Beck Jew. 
elers), secretary-treasurer, Harry Bachman 
(Jewelry Crafts). 

q Henry Messinger of Blustein Co. (Sobel 
Bros.) president of the Washington Jew. 
elers Bowling League announced the com- 
pletion of another successful season cul- 
minating with a banquet at the Shoreham 
Hotel on May 19, marking the first time 
such an occasion was staged as a mixed 
affair. First place prize was awarded to the 
team representing the Creeman Watch 
Supply Co. George Toby finished with the 
highest individual average at 113. Many 
other awards were distributed. The new 
president for the coming year is Richard 


Barber of College Park, Md. 





Arkansas RJA Holds 
Conclave in Hot Springs 


The Arkansas Retail Jewelers Associa- 
tion met at Hot Springs May 1-2, it was 
announced by Harold Stanley, Little Rock, 
secretary-treasurer of the Association. 


K. W. Ellis, North Little Rock, and the 














ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 


Sliverware — Gold and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 

References: Whitney National Bank, Morgas 
Branch, New Orleans, La.; National Jewelers 
Board of Trade; Dun and Bradstreet. 


ANTIN'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 
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Watchmakers Guild of Pine Bluff con- 
ducted a watchmakers clinic. Ben Rise- 
man of the Myer Jewelry Co., Kansas City, 
was in charge of a sales clinic. 

Speakers included D. E. Zierk of the 
Elgin Watch Co. and Floyd Denman, Stutt- 
gart, southwestern region vice-president of 


the ANRJA. 


—_—-- —~ 


Southern Jewelry Travelers 
To Hold 1954 Fall Show 


The Southern Jewelry Travelers Asso- 
ciation will hold its 1954 Fall Show, July 
18 to July 22, at the Dinkler-Plaza Hotel, 
Atlanta, Ga. 

Retail jewelers of the southeast are in- 
vited to do their “Christmas Shopping in 
July,” all under one air-conditioned roof. 

Entertainment will be offered by top 
Broadway artists, and prizes will include 
a Caribbean trip for two. Those retailers 
who reply to the SJTA invitation are asked 
to contact Burly Sacks, Entertainment 





Chairman, SJTA, 721 Grand Theater Bldg., 
Atlanta, Ga. 

The committee in charge of the show 
includes Mr. Sacks, Bristol Ring Co., as 
chairman; George Hitt, Parker Pen Co., 
co-chairman; Charles Gause, Hamilton 
Watch Co.; Lou Lombardy and Jack Daly, 
International Silver Co.; Harold Bayley, 
Lenox China; Joe Kloville, Bulova Watch 
Co.; and Tom Binder, Frank Whiting Co. 
Mrs. Annie Laurie Kelley is chairman of 
the Ladies Reception Committee. 





Costume Jewelry Manufacturers 
Fall Show Has Fast Start 


The Costume Jewelry Manufacturers As- 
sociation of New York reported that its 
1954 Fall Show, May 7-16, at the Hotel 
Martinique, N. Y., got off to a much faster 
start in the first days than was expected. 

The show’s exhibitors said stronger buy- 
ing than was anticipated took place, at- 
tributing the activity to diversified lines. 





Basch Leading Jewelers 
Gets Brand Name Plaque 
At Gala New York Dinner 


Following three days of whirlwind ac- 
tivity, Brand Name retailers of the year 
were honored at a gala dinner April 28 in 
the Grand Ballroom of the Waldorf- 
Astoria, New York. 

Some 1700 business and government 
leaders gathered to pay tribute to out- 
standing retailers of brand name mer- 
chandise from all sections of the country. 
Lewis I. Benway, head of Basch’s Leading 
Jewelers, Cleveland, Ohio, was awarded 
the Retailer-of-the-Year plaque as winner 
in the jewelry store field of the Brand 
Names Foundation’s 6th annual national 
competition. 
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Certificates of Distinction were given to 
Jerome Wilson, vice president, Wilson’s 
Leading Jewelers, Syracuse, N. Y., for 
second place honors; Myer Barr, presi- 
dent, Barr’s Jewelers, Philadelphia, for 
third place honors; Bernie Fields, head of 
Pinsker’s, Middletown, Conn., for fourth 
place; and Charles Schwartz, Charles 
Schwartz & Son, Washington, D. C. 

The keynote speaker was Rear Admiral 
Lewis L. Strauss, Chairman, U. S. Atomic 
Energy Commission, who spoke on _ the 
“Effeet of the Atom on the American 
Eccnomy.” Following his address, the 
dinner was concluded with some _ top- 
flight entertainment. George Jessel served 
as M.C. and Paul Whiteman’s orchestra 
provided the music. Eddie Fisher, Martha 
Wright, Sammy Davis, Jr., and other stars 
performed. 


Seer 


Sa 


During their three-day stay in New York City for Brand Names Day activities, jewelry store 


winners and 


their wives were entertained at a luncheon sponsored by THE JEWELERS’ 


CIRCULAR-KEYSTONE on April 27 at the Waldorf-Astoria. From left to right, Jerome 

Wilson (Wilson's Leading Jewelers); Stanley Stone (Basch's); Mrs. Lewis Benway; Lewis 

Benway (Basch's); Mrs. Stanley Stone; Lansford King (Editor, JC-K); Peter Silveri, (Assoc. 

Editor, JC-K); Bernie Fields (Pinsker's); Mrs. Bernie Fields; Charles Schwartz (Charles 
Schwartz & Son); and Mrs. Charles Schwartz. 
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(You will too, in August! 
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ee q Emil Noel had a tough break when he Paul Samuels and Otto S. Lieberman. Foj. 

























“SECURITY” MAINSPRINGS moved into his larger quarters in Room lowing the business meeting, the members 
1314A Heyworth Building. While fixing adjourned to the hotel’s Empire Room fo; 
for e oe up the place he slipped from a chair he dinner and entertainment. 
@ BEST SWEDISH STEEL was standing on and the crash resulted in q David Levine, 37, of 1749 Devon Ave., g 
ORDER FROM YOUR JOBBERS BEN — several broken ribs on his left side. Emil salesman for Joseph Hagn, wholesale jewel. 
BES wE¥ ALLW bigpe 6. CO. . en was hospitalized for ten days and was un- ers, died April 19. Surviving are his widoy, 
OMIGAGO. 2° it G Sere Nes Se able to resume his business activities for Sylvia, a son, two sisters and four brothers, 
: some time. q The Elgin National Watch Co. ap. 
q Members of the Jewelers’ Association of nounced last month that it is entering the 
Greater Chicago held their annual dinner tungsten carbide field with a complete line 
oat © —GOLD meeting and gin rummy tournament May 5 of high precision rotary cutting and grind. 
a —SILVER at the Standard Club. When the contests ing tools. J. G. Shennan, president, said 
were over, it was found that Al Kapp had the tools will be marketed to the metal- 
~ emRHODIUM won the first place trophy for the second working trades through the company’s abra- 
year in a row. Other winners of the beau- sive division, which already has a substan. 
Saeeeereto tifully engraved trophies were: 2nd place, tial business processing and marketing 
Irv Spritz of Brandt Jewelers, Inc.; 3rd diamond powder. 

ye lated—Lacquered place, Charles Germain, Chicago represen- q The Golden Roosters will hold their an- 
We furnish BLADES—MIRRORS— native for Bulova Watch Co.; 4th place, nual picnic at Sportsmans Country <e 
BRUSHES * TOILET IMPLEMENTS Hy Spreckman of Spreckman & Co.; and on June 24. Five new candidates will be 

and ether missing parts 5th place, Robert Y. Ryan, Remington initiated on that day. 
papelitgeh Shaver Division of Remington Rand Inc. q Herbert J. Goldsmith, vice-president 


SWARTZ és co. q Walter Stewart, southern representative Goldsmith Bros. Smelting & Refining Co., 


Established 1917 for Stein & Ellbogen Co., 55 E. Washing- is back at his office after a week in the 























10 South Wabash Avenue Chicage 3, Uiieels ton St., has moved his family to Memphis, hospital recovering from virus pneumonia, 
: Tenn., to be closer to his territory. Don C. Apparently he contracted the virus during 
This is Our Only Location Blumenthal who covers the Nebraska, Kan- his vacation in Miami with Mrs. Goldsmith. 
sas and Missouri territory has moved the A. G. Whalen, sales manager of Gold- 
family domicile to Hastings, Neb., for the smith Bros., and Mrs. Whalen have re. 
Ve ATCH Di ALS same reason. Oscar Saindon of the jewelry | turned from a_ three-week sojourn in 
| department is passing out cigars to cele- Florida. 
rad AREFINISHED | brate the birth of a son, Roger Mitchell. q Mr. and Mrs. Mitchell J. Dimand 
q Thomas Alcock, National Railway Time- (Gaines & Gaines, Inc., 5 North Wabash 
a ie DAYS SERVICE service Co., is the proud father of a son, Ave.) are back from a 10-day buying trip 
c Thomas Patrick, thereby making a grand- in the east. They had an enjoyable visit 
+: gence a Match rotates father of Police Captain Thomas Alcock, with relatives, the Sheldon Leonards of 
: formerly head of the jewelry detail. Olga Westwood, Calif., who happened to be in 
Cattoni, secretary to Fred Marhoff, presi- New York at the same time on a vacation. 
dent of Railway Timeservice, announced Mr. Leonard is the director of the Danny 
the birth of a son, Paul, last month. Thomas TV show “Make Room for Daddy.” 
q New officers were elected at the annual q The [Illinois Watchmakers Association 


meeting of the Jewelers’ Association of held a joint meeting with the Mid-West 


WK Nv T T0 SELL y, Greater Chicago: president, Charles Gold Chapter of the National Association of 
, (L. G. Rogers, Jewelers) ; honorary presi- Watch & Clock Collectors in its new quar- 


dent, Dave Martin (Martin Jewelers); Ist ters at the Blue Note, 3 N. Clark St., on 





GET DOLLAR vice-president, Irving Chaykin (Arm- April 27. A feature of the evening was 
Te) DOLL AR strong’s); 2nd_ vice-president, Irv. Spritz the presentation of watches in which mon- 
Saxe (Brandt Jewelers) ; treasurer, John Baum- keys were incorporated in the design. The 

rucker (Jones & Baumrucker) reelected; display and talk was given by James 


secretary, Sheldon Phillips (Phillips Jewel- Schwartz who operates the James Old Time 
ers) reelected. The following were elected Shop at 609 N. State St. 


A Reputable Store 

















doing a Cash Business to the board of directors: Al Appel, Jerry q Mr. and Mrs. Maurice Schur, president 
for many years! Berger, Al Berke, Harold Cohn, Robert of Van Schyndle, Inc., announced the mar- 
f Forman, Dave Greenwald, Howard Ray- riage of their daughter, Ruth, to Sheldon 
mond, Harry Rose, Al Skolnik, Rolland Singer, on May 16. The ceremony was per- 
IONEL ANG Trocky and Dave Wexler. Benjamin L. formed at the home of the bride. 
Sacks was reelected executive secretary q Mr. and Mrs. Joseph Goldstone, Im 
2745 Reservoir Ave. and counsel. perial Pearl Syndicate, are back from 
New York 63, N.Y. q The annual meeting and election of offi- an extremely interesting two-month trip 
cers of the Chicago Jewelers Association through the Orient where they combined 
was held on May 20 in the Crystal Room business with pleasure. 
PAR of the Palmer House. The newly elected 4 Harry Pakula, Mrs. Genevieve Loeb and 
officers are: president, James H. Swart- Robert Crossthwaite, Pakula & Co., have 
PACIFIC gle lela | aro Co, 
GIFT PAKS: child; vice-president, Alvin Lauschke; left for a month’s buying excursion in the 
EUREKA MFG. CO., INC. Taunton, Mass treasurer, Marshall Spies; and secretary, east. 

er ’ , Francis V. Healy (reelected). Elected to 4 Dick First, advertising manager of Pa- 
ee om . os ” ~ one Ad the board of directors to serve two years kula & Co., 218 S. Wabash Ave., announces 

leaflets and Price List. ‘are: Andrew Rowe, William E. O’Brien, the birth of a daughter, Mary Kaye. 
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Wisconsin 





atchmakers Meet for Annual Convention 


Saas 














Elected at the recent convention to serve as officers of the Wisconsin Watchmakers Associa- 
tion were, left to right: Conrad Kasten, treasurer; C. L. Glazer, vice president; Al Loose, 
president; and Ed Medla, secretary. 


Over 100 members of the Wisconsin 
Watchmakers Association gathered at the 
Plankinton Hotel in Milwaukee on May 2 
to attend their annual convention. 

The slate of officers selected for 1954 
are as follows: Al Loose, Milwaukee, presi- 
dent: C. L. Glazer. Fond du Lac, vice 
president; Ed Medla, Cudahy, secretary; 
and Conrad Kasten, Milwaukee, treasurer. 
Board of Director members are: C. R. 
Christofferson, Racine (retiring president) ; 
Charles Price, Milwaukee; Tom Armstrong, 




















Business Looks 
Good from Far 


But it's 
Far from Good! 
NOW is the time to... 


BUY RIGHT! 
SELL RIGHT! 





| DIAMONDS | 


20°/, BELOW MARKET! 





¢ LOOSE DIAMONDS .. .All Sizes 


® MOUNTED DIAMOND 
Bridal Sets ......... $20 to $500 


Send for a Selection on Memo... 


NO OBLIGATION TO BUY! 
LEO PEVSNER & CO. 


5 South Wabash Ave. @ Chicago, Ill. 
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Watertown; Robert Burdick, Madison: 
Wilbur Guell, Fond du Lac; Paul Gross, 
Wisconsin Rapids; and Al Merwald, Mil- 
waukee. Warren T. Ronde, Milwaukee, was 
again chosen as technical director. C. G. 
Anderson, also of Milwaukee, was selected 
as assistant technical director. 

Fritz Monson, Burton M. Reid Sons, ad- 
dressed the convention on “Watch Timer.” 
Granville A. Webb, Elgin National Watch 
Co., chose as his subject, “The Modern 
Science of Time.” Other speakers were: 
Al Levine, Watchmakers of Switzerland, 
who spoke on “Merchandising the Repair 
Department for Greater Profits,” and A. 
Magary, Seth Thomas, who covered the 
subject, “'dentification of Watches and 
Their Spare Parts.” 

Retiring president C. R. Christofferson 
called upon the members to accept the 
group insurance plan, as did the Wisconsin 
Retail Jewelers’ Association. 

Entertainment was furnished by the Mil- 
waukee Wholesale Jewelers’ Association. 
Milwaukee was again chosen as the con- 
vention city for next year. 


George Newton Celebrates 
40th Anniversary in Business 


George Newton, founder of Newton’s 
Jewelers, now including six stores in the 
midwest, is celebrating his 40th year in 
the jewelry business. He established his 
first store in McAlester, Okla., and the 
headquarters of the chain is now at a 
Newton store in Joplin, Mo. 

His eldest son, George Newton, Jr., is 
manager of three stores in lowa, at Water- 
loo, Cedar Rapids and Marshalltown. 
Wendell Newton manages the original 
store at McAlester, which has operated 
from the same building for the last 38 
years. The Joplin store is managed by 
L. T. “Bunny” Newton, and was remodeled 
and expanded three years ago. William 
Newton, the youngest son, manages a New- 
ton store at Fort Smith, Ark. 

Mr. Newton acts as general manager fot 
his stores, and Mrs. Newton is active as 
chief buyer. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT [ 
SPECIALIZING ) 

IN | 


DIAMONDS | 





818 LIBERTY AVE. PITTSBURGH 




















Wristwatch & Carmen 
Expansion Bands 
Repaired ALi TYPE 
Embraceabies 
Repaired 
75¢ 


All Work Guaranteed — 
M. MARTIN & CO. 


5 S. Wabash Ave. Room 611 
CHICAGO 3, ILL. 
































WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Hil. 
Students may enroll at any time of the year 














CENTRAL WATCH CO. 


ESTABLISHED 1911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 

















Witch, Ce Aibairing 


Our work costs no more 
than ordinary work . 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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SCHIRA BROS. 


PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 
LOOSE AND MC ‘TED GOODS 
MEMORANDUMS ‘LY SUBMITTED 
530 WALNUT ST. CINCINNATI, ©. 
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DIAMONDS 


‘LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI ° DALLAS 
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Ask For 
Dependable 
Time Tested 


bh 4 =e) | BS 


Best for Watches and Clocks 


Wm. F. Nye, Inc., New Bedford, Mass. 


a 











Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


Distributors of Nationally Known Lines. 
Write for Our 1954 Catalogue. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 

















You Can Buy With Confidence From 
The Wallenstein-Mayer Co. 


Divisien ef Harry Greenwold Ce. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


50 years of SERVICE PLUS 


Write for our new 
1954 Catalogue 
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4 A number of local wholesalers and man- 
ufacturers attended the Providence shows 
in early May. Among them were Charles 
Stern of the Wallenstein Mayer Co. divi- 
sion of the Harry Greenwold Co., whole- 
salers at 31 East Fourth St.; E. B. Jacobs 
and Norbert Meehan of D. Jacobs Sons 
Co., wholesalers at 325 East Central Park- 
way; Mr. and Mrs. Charles Haberman of 
Haberman Sales Co., wholesalers at 31 
East Fourth St., and Louis E. Flanagan of 
the Flanagan Kovac Co., wholesalers in 
the Enquirer Building. 

q Charles Braun, general manager for the 
E. & J. Swigart Co., jewelers’ supplies, 34 
West Sixth St., and C. H. Warren, a com- 
pany salesman, attended the convention of 
the Tennessee Horological Society in Gat- 
linburg in early May. 

q Edward Herschede, Jr., retailer in the 
Keith Building, and head of the Cincin- 
nati Gemological Laboratory, discussed the 
appraising of jewelry for insurance pur- 
poses and problems met in insurance ad- 
justing and gem replacements at a seminar 
of the Western Adjustment and Inspection 
Co. at its home office in Chicago on April 
22. The meeting was attended by more 
than 60 company adjusters from a 13-state 
area and insurance underwriters in the 
Greater Chicago area. 

q As usual, numerous local jewelers at- 
tended the opening baseball game at Cros- 
ley Field. Among those noted in the stands 
were Maury Gerwe of the Gerwe Brown 
Co., wholesalers at 817 Main St., and re- 
tailers George Kleier, Al Schneider, John 
Nolan, Charles L. Urmetz, Herbert Krumb- 
holz, Tony Lampe, Alvin G. Roetepohl, 
William Toensmeyer of the Frank Her- 
schede Co., E. Y. Leininger of Tom Nolan 
Jewelers, Inc., and Andrew Hug of 
Schemel’s Jewelers. Many were accom- 
panied by their wives. 

q Among local jewelers viewing the Ken- 
tucky Derby on May 1 at Churchill Downs 
were George E. Brown of the Gerwe Brown 
Co., wholesalers, and his wife; Boris and 
Jacob Litwin of Litwin & Sons, Inc., manu- 
facturers; Eugene Swigart, president of 
E. & J. Swigart Co., jewelers’ supplies, and 
Joseph Faigle of Joseph Faigle & Sons, 
manufacturers. 

q Two sons of Mr. and Mrs. Carl Martin, 
owners of the B. David Co., manufacturers 
at 2508 Vine St., participated as models at 
a fashion show in connection with the 
100th anniversary of the Walnut Hills 
YMCA. The boys are David, 7, and John, 
5 years of age. The family enjoyed an early 
June vacation in the Great Smoky Moun- 
tains. 

q Edward Herschede, retailer, was elected 
for a three-year term to the board of di- 
rectors of the Town Forum in suburban 
Glendale, Ohio, at an annual meeting on 
May 3. The Forum sponsors meetings on 
world events, and the subject that evening 
was “Tariff and World Trade,” which was 
debated by Charles P. Taft, president of 


the Committee for a National Trade Pol- 





op CINCINNATI 


icy; Dr. Lewis E. Lloyd, chief economist 
Dow Chemical Co., and Nelson Caldwell, 
vice president, Cincinnati Milling Machine 
Co., and its foreign trade expert. 

qHarry Greenwold, president of the 
Harry Greenwold Co., wholesalers at 3) 
East Fourth St., and Julius Jacobs, Jr, 
of the D. Jacobs Sons Co., wholesalers at 
325 East Central Parkway, returned jp 
early May from Florida vacations. 
q Industry old-timers here recalled Sols. 
mon Bingaman, 82, whose murder in‘Long 
Beach, Miss., was reported in news dis. 
patches. Mr. Bingaman operated a dayp 
town retail jewelry store, which he sold 
30 years ago, when he left this city. 
q Victor Youkilis of the Victor Corp., man. 
ufacturers at 205 East Sixth St., reports 
that the firm is developing a diamond pro. 
motion that will be very helpful to retailers, 
Promotion details will be announced next 
month, Mr. Youkilis said. 
q Oren Hohneck, George Mason and Wil- 
liam McGreevy, salesmen for the Kaufman. 
Kassel Co., manufacturers at 434 Elm St. 
left in early May for their first fall selling 
trips. 
q The DeBeers film, “Diamonds Forever,” 
was shown at a monthly meeting of the 
Cincinnati Gem Study Group on April 26 
at the Fenwick Club. Leslie Smith of Mor. 
ris Jewelry Co., retailers, presided. 
q Walter Bleska of the Gerwe Brown Co., 
wholesalers, entertained a group of com- 
pany employes at a dinner dance of Vet- 
erans of Foreign Wars at the Hartwell 
Country Club. 
q Jack Eckerle of E. J. Eckerle Jewelers 
has returned to the store following an ap- 
pendectomy. 
q George Kissick of the H. F. Barrows Co. 


was a business visitor here in early May. 





50,000,000th Elgin Watch 
in Community Chest Ceremony 





H. J. Heinz II, left, retiring president of 
the Community Chests and Councils of 
America, is shown presenting incoming presi- 
dent Albert J. Nesbitt with the 50,000,000th 
Elgin watch, a badge of office of Red 
Feather leaders. The timepiece is passed on 
from each president to his successor. 

special design, the I8K gold case watch 

has seven adjustments. 
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June 





9.4—National Wholesale Jewelers Asso- 


ciation, 47th Annual Convention, Edge- 
water Beach Hotel, Chicago, IIl. 

5-7—New York State Watchmakers As- 
sociation, Annual Convention, Sheraton 
Hotel, Rochester, N. Y. 

6-8—Watch Material Distributors Asso- 
ciation of America, Eighth Annual Meet- 
‘we, La Salle Hotel, Chicago, Ill. 

13-14—Vermont Retail Jewelers Associa- 
tion, Annual Convention, Equinox House, 
Manchester, Vt. 

20-24—Main Floor Accessories Show, 
Hotel McAlpin, New York. 

27-28—New Hampshire Retail Jewelers 
Association, Annual Convention, Went- 
worth-by-the-Sea Hotel, Portsmouth, N. H. 


July 

11-16—New York Lamp Show, 
New Yorker, New York. 

18-20—Amarillo Gift Show, Herring Ho- 
tel, Amarillo, Texas. 

18-21—Southeastern China, Glass & 
Gift Show, Atlanta Municipal Auditorium, 
Atlanta, Ga. 

18-22—Southern Jewelry Travelers As- 
sociation, 1954 Fall Show, Dinkler-Plaza 
Hotel, Atlanta, Ga. 

18-23—National China, Glass & Pottery 
Show, Hotel New Yorker, New York. 

25-28—Washington Gift Show, Hotel 
Willard, Washington, D. C. 

25-29—National Jewelers Associa- 
tion, Annual Convention and National 
Jewelry Fair, Conrad Hilton Hotel, 
Chicago, III. 

25-30—California Gift Show, Biltmore, 
Alexandria Hotels, Merchandise Mart, 
Brack Shops and individual showrooms, 
Los Angeles, Calif. 


Hotel 


August 

1-4—Syracuse Gift Show, Hotel Onon- 
daga, Syracuse, N. Y. 

1-4—Western China, Glass, Gift, Jewelry, 
Toy, Stationery & Housewares Show, Civic 
Auditorium, Palace, St. Francis and Sir 
Francis Drake Hotels, San Francisco, 
Calif. 

1-1l1—Registered California Gift & Din- 
—. Show, Hotel Morrison, Chicago, 

2-13—Chicago Gift Show, LaSalle Hotel 
and Palmer House, Chicago, III. 

2-13—China, Glass, Pottery & Gift Mar- 
“ Chicago Merchandise Mart, Chicago, 


8-11—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

8-11—New Orleans Gift Show, Roosevelt 
Hotel, New Orleans, La. 

8-12—-American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York. 
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15-17—Western Jewelry and Silverware 
Show, Biltmore Hotel, Los Angeles, Calif. 

15-18—Heart of America Glass & China 
& Gift Show, Muehlebach Hotel, Kansas 
City, Mo. 

15-18—Houston Gift & Dinnerware Show, 
Ben Milam Hotel, Houston, Texas. 

15-18—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 

15-18—Western Jewelry and Silverware 
Show, Biltmore Hotel, Los Angeles, Calif. 

15-18—Kansas City Gift & Toy Show, 
Municipal Auditorium, Kansas City, Mo. 

15-18—Pacific Northwest China, Glass, 
Gift, Stationery, Jewelry, Toy & House- 
wares Show, Civic Auditorium, Olympic 
and New Washington Hotels and Terminal 
Sales Building, Seattle, Wash. 

15-19—Kansas City Gift Show, Maunici- 
pal Auditorium, Kansas City, Mo. 

21-26—Giftwares & Variety Merchandise 
Fair, Hotel Governor Clinton, New York. 

22-24—Minneapolis-St. Paul Gift Show, 
Minneapolis Auditorium, Minneapolis, 
Minn. 

22-25—Portland China, Glass, Gift, 
Jewelry, Stationery, Toy & Housewares 
Show, Public Auditorium, Plaza and Ben- 
son Hotels, Portland, Ore. 

22-27—International Gift and Fancy 
Goods Show, Astor Hotel, New York. 
| 22-27—New York Gift Show, Hotels 
Statler and New Yorker, New York. 

22-27—-225 Fall Market, 225 Fifth Ave., 
New York. 

22-27—National Gift Show, Hotel Mc- 
Alpin, New York. 

22-27—Registered California Gift & Din- 


nerware Show, Hotel Vanderbilt, New 
York. 
22-27—U. S. International Gift and 


Fancy Goods Show, Astor Hotel, New 
York. 

29-31—Ohio State Gift Show, 
Deshler-Hilton, Columbus, Ohio. 

29-31—Spokane Gift Show, Davenport 
Hotel, Spokane, Wash. 

29-September 1] — Pittsburgh Jewelry 
Fair, William Penn Hotel, Pittsburgh, Pa. 

29-September 1 — Northwest Gift, Art 
and Housewares Show, Radisson Hotel, 
Minneapolis, Minn. 


Hotel 


September 


5-7—Ohio Retail Jewelers Association, 
A.nual Convention, Netherland Plaza 
Hotel, Cincinnati, Ohio. 

5-9—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

12—Retail Jewelers Association of Mis- 
souri, Annual Convention, Governor Hotel, 
Jefferson City, Mo. 

12-14—Minnesota Retail Jewelers Asso- 
ciation, Golden Anniversary Convention 
and Eighth Annual Jewelry Trade Show, 
Nicollet Hotel, Minneapolis, Minn. 

12-15—Oklahoma Home Accessories & 
Gift Show, Oklahoma Biltmore Hotel, 
Oklahoma City, Okla. 

13-17—RBoston Gift Show, Hotel Statler, 
Boston, Mass. 

19-20—Michigan Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Hayes, 
Jackcon, Mich. 

19-2N—Towa Retail Jewelers Association, 
Anrual Convention, Hote: Fort Des Moines, 
Des Moines, Iowa. 
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Importers of 
ENGLISH CHINA 
and 


EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., INC. 
149 5th Ave., New York 10, N.Y. 
AL. 4-0104 
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sWEDGWOOD 


* Béne China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East S4th Street New York City 
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MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
i MASON’S Ironstone Ware IRISH BELLEEK 
| JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 




























EDWARD BOOTE, INC. 


35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 
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The Discount Problem 
Main Topic of Discussion 
At California Convention 


The “Discount Problem” was the major 
topic of discussion during the recent Cal- 
ifornia Retail Jewelers’ Association con- 
vention, May 2 to 4 at the Ambassador 
Hotel, Los Angeles. The first general busi- 
ness session was devoted entirely to this 
subject, with a panel discussion and open 


forum during which members were urged 
to request their Congressmen to enact a 
Fair Trade law for the District of Co- 


lumbia. 





George S. Finley, Sr., left, hands gavel to 
Martin R. Thomas, new president of the 
California Retail Jewelers’ Association. 


A member of the panel, Ray Hall of 
Reynolds Associates, emphasized the dan- 
ger of small towns in Fair Trade areas, 
now relatively free of discount houses, be- 
ing flooded by discount house catalogs 
from Washington. 

Percy Jones, E. W. Reynolds Co., Los 
Angeles, acted as moderator for the forum 
during which six representative members 
of the trade discussed their viewpoints on 
the discount issue. Jones stated that, al- 
though moderator, he was unable to be as 
completely unbiased on the subject as he 
should since he had seen too many years 
of successful operation under Fair Trade. 

Ben Davis, district representative of the 
Small Appliance Division of General Elec- 
tric, stated that injunctions are the surest 
way of stopping discount houses from sell- 
ing fair traded items. It is up to the 
individual jewelers, Davis noted, to make 
their support known to the manufacturers 
who are attempting to enforce Fair Trade 
and assist them in uncovering violators. 

Earl Loehr, representative for Hamilton 
Watch Co., San Francisco, observed that 
a big problem is the bootlegger. He stated 
that it was his opinion that if the ethical 
jeweler goes into discount selling to com- 
bat the discount houses, he will soon force 
himself out of business. 

George S. Finley, Sr., Finley’s, retailer 
in Compton, emphasized that the reputable 
retailer's reputation is at stake in this 
problem of trade diversion. He went on 
to say that one solution might be having 
some manufacturers make their products 
only for discount houses. However, it is 
seeing the product in the jewelry store 
which has given the public confidence in 
the discounters. 

















Ray Hall then read a syndicated colum, 
which appeared in the April 23 edition of 
the Arizona-Republic. The article discussed 
familiar brand names and how the produets 
could be purchased so much cheaper jp 
discount houses. Such an article, Hajj 
stated, is the best publicity the discounte;, 
could get and paves the way for public 
acceptance and approval in an area which 
has been free of discount houses. 

Joseph Koven of Lawson’s Jewelry stores, 
Los Angeles, stated that he felt as long 
as there is a Fair Trade law, he wanted 
it to be the strongest law possible. Jey. 
elers can exist with or without the lay, 
but if there is one it should be enforced. 

Apart from the stimulating business 
meetings, there were parties and _ prizes 
galore. Monday night’s “Neptune’s Ball” 
was really an extravaganza. 

George S. Finley, Sr., installed the new 
officers, including Martin R. Thomas, Los 
Angeles, as president; C.. Vernon Jolley, 
Watsonville, first vice president; Walter 
Dorn, Jr., Pasadena, second vice president; 
and secretary-treasurer, Wallace Binford 
of Van Nuys. 

After the installation of the new officers 
for the coming year, Dan Rashall, public 
relations consultant, talked on the “Chal- 
lenge of Merchandising.” 


Coro, Trifari Heads Celebrate 
National Jewish Hospital 


Carl Rosenberger, chairman of the board 
of Coro Inc., and Carl M. Fishel, vice- 
president of Trifari, Krussman & Fishel, 
were named co-chairmen of the jewelry 
division for the 55th anniversary celebra- 
tion of the National Jewish Hospital at 
Denver, it was announced by T. J. Carroll, 
vice-president of Frederick Atkins, Ince., 
chairman of the event. 

The anniversary was marked with a tes- 
timonial dinner to Hector Escobosa, presi- 
dent of I. Magnin & Co., at the Waldorf. 
Astoria Hotel May 19. 

The hospital is a free, interfaith tubercu- 
losis center, which was established in 1899. 














CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MA) E—Stemware and Drinking Accessories 


Send for new illustrated catalog 


R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, W. Y. 

















<727 ARABIA CHINA 
Set Compositions 
and Open Stock. 
Ceramic Artware 


<=N NOTSJOE CRYSTAL 


Stemware, Tumblers and Artware 
Illustrated literature available 


WAERTSILA CORPORATION 225 SthAve.,N.Y.10 








HALL LCRArTT 
Americas Yastest Selling 


Sinnewae & 


— Illustrated Literature Available — 


MIDHURST CHINA CO. 
129 FIFTH AVE. @ — NEW YORK 3, N. Y. 
15-125 Merchandise Mert, C » it 
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4 The Golden Nuggets held their annual 
meeting, marking their first year, Sunday 
morning, May 2, in the Franchette Room 
of the Ambassador Hotel with a Beach- 
comber’s breakfast. The following officers 
were all re-elected: Hans J. Bagge, presi- 
dent; Jack Hogan, first vice-president; 
Edward Endman, second vice-president; 
Dick Abrahams, treasurer; Jessee Linzer, 
secretary; and Morton Reynolds, assistant 
secretary. Six new charter members were 
announced: C. E. Burright of A. H. Pond 
Co., Inc.; Milton L. Cohen of Flex-Let 
Corp.; Robert Klippel of Swirsky & Ehr- 
lich; Richard Romanelli, The Watchmakers 
of Switzerland; James E. Smith, Bliss 
Ring Co., H. Hailparn & Co., Smitty’s; 
and Mitchell Winthrop, Jacoby-Bender, 
Inc. 

q The American Gem Society headquarters 
in Los Angeles reported that 31 new titles 
were awarded in the first third of 1954. 
New Certified Gemologists in this area in- 
clude: C. E. Heighes of E. W. Reynolds 
Co., San Francisco; and Norman A. Smith, 
E. W. Reynolds Co., Los Angeles; the new 
Registered Jewelers include: Richard M. 
Kern, Churchill’s Jewelers, Santa Barbara; 
Richard P. West, West & Sons, Ogden, 
Utah; Ferdinand J. Soulanille, Arnold’s 
Jewelry Store, Pasadena; James C. Hoyt, 
Gleim the Jeweler, Palo Alto; and George 
R. Finley, Jr., Finley’s Jewelers, Compton, 
Calif. 

q Registered California, Inc., held its an- 
nual election meeting April 28 at the 
Hotel Chancellor, Los Angeles, and elected 
the following officers to serve for the 
coming year: president, Wm. D. Bennett 
(The Bennetts); vice-president, George 
Cleminson (California Cleminsons) and 
secretary-treasurer, Max P. Schonfeld (Max 
Schonfeld Co.). Prior to the elections, 
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Genuine semi-precious 


“DESERTGEM” 


Jewelry by Paul Klepa 
now in exclusive 


< “BIRTHSTONE” 


colorama. 


Write for dealership 
information. Jobbers Invited. 


KLEPA ARTS 


P. ©. Box 553, Briggs Sta. 
Los Angeles 48, Calif. 
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Chatham Emeralds 


REG. U. S. PAT. OFF. 


The ONLY MAN-MADE EMERALDS 
AVAILABLE IN THE WORLD 


Z \ 




















FOR JUNE, 1954 





Brown Thomas of Florence Thomas Co., 
speaking on the American economy, told 
the association “The American public is 
spending five times as much for home 
furnishings and decoratives as it did ten 
years ago.” 

q The 39th California Gift Show will be 
held in Los Angeles July 25-30, Jack 
Carrington, show committee chairman, an- 
nounced. Timed to terminate one day 
before the opening of the 6th Western 
Housewares Show, the market is expected 
to attract many buyers wishing to cover 
both events. The Housewares Show is 
scheduled for August 1-4 at the Shrine 
Convention Hall. Exhibitors at the Gift 
Show will be in the Biltmore and Alex- 
andria Hotels, the Brack Shops, Merchan- 
dise Mart and individual locations. It is 
estimated that nearly 500 exhibitors will 
participate. 

q Walter B. Dorrer, 315 W. 5th St., Los 
Angeles, left May 1 for Europe. He ex- 
pected to attend the NEMJSA Show in 


Providence before sailing and then in- 


tended to spend six weeks in Europe visit- 
ing several of the major cities. 

q Wildberg Bros. Smelting & Refining Co., 
located for the past 22 years at 635 S. 
Hill St., Los Angeles, recently remodeled 
their sales office. 

q This was the second year in succession 
that the jewelry industry in the March of 
Dimes Fund raising campaign obtained 
one of the highest percent averages. This 
was announced by Joseph Greenfeld, 220 
W. 5th St., Los Angeles, chairman for the 
jewelry industry. 

q Ray Liddle was elected president at a 
recent meeting of the Ventura County Jew- 
elers Association. Other officers included: 
Duard Goble, vice-president; Ken Bahns, 
secretary-treasurer. 

q Louis Levin & Son, manufacturers of 
jewelers’ type lathes, micro-drill presses, 
and many precision tools for watchmakers, 


moved to a 7500 sq. ft. building at 3610 | 


S. Broadway, Los Angeles. Besides pro- 
viding additional shop and inventory stor- 
age space, the new building also includes 
a complete display room where actual set- 
ups on Levin tools can be demonstrated. 
q Perin L. Clark, associated for many 
years with Harry Winston, Inc., New York, 
as vice-president and general manager of 
the West Coast office, opened his own 
office recently at 220 West 5th St., Los 
Angeles. He will conduct a diamond and 
jewelry brokerage business, specializing 
in buying and selling both individual 
pieces as well as jewelry estates. 

q Wendell White, Sr., of the Ball Co. of 
California, planned to be in San Diego 
during the Spring Show, May 16-18, to 
call on dealers in that area. 

q Harry Diamond, manufacturers repre- 
sentative in Los Angeles, attended the 
NEMJSA Show in Providence, May 1-8. 
At the same time he also visited the home 
office of the J. M. Hall Co. 








AN AUCTION 


SERVICE FOR 
JEWELERS 
7HO CARE 


Compliu.-utary**press notice after 
press notice establishes our supremacy 
in attracting crowds and pleasing the 
public, just as letter after letter in 
our files from jewelers in all parts 
of the U. S., setting forth our actual 
cash results for them, proves our 
leadership in raising large sums of 
cash quickly. 


THERE IS NO HURT FROM 
A FAUSSETT AUCTION 


THOMAS J. FAUSSETT 





America’s Foremost Jewelry Auctioneer 


For the jeweler who “yes to sell 
out, we can tell as closé ‘as humanly 
possible what his stock will realize. 
If he so desires, we will-buy his en- 
tire business outright and conduct the 
liquidation sale on our own behalf. 


AUCTIONEEKs 


The Faussett-Swann auction serv- 
ice for 1954 embraces ae of the 
strongest and most reliavie cam- 
bination of auction talent brought 
together during the past quarter 
of a century. 


A FEW OF THE MANY REFER- 
ENCES EARNED FOR US DUR- 
IN THE YEAR OF 1953. 


Mr. Harold P. Sutton, Executor, Mc- 
Cook, Neb., store Est. 1888: Mr. L. W. 
Terry (Bell Jewelers Est. 1884), 
Kalamazoo, Michigan. $200,000 Re- 
moval Sale for Middletons’ Jewelers, 
Fort Lauderdale. Mr. Earl Middleton 
was four times President of Florida 
Retail Jewelers Association. 

HISTORY OF AUCTION SALES THAT 
MADE AUCTION HISTORY THROUGHOUT 
AMERICA EMBRACING OVER THREE MiL- 
LION IN ACTUAL CASH RESULTS FOR 24 
JEWELERS, ALONG WITH THE FAUSSETT 
GROUP SALE HELD FOR THE SIX LEAD- 
ING JEWELERS OF ST. LOUIS, MO., 
1932-3 FOUND IN OUR BOOKLET. 
“Honor,” said a great author, “is like 
a precious stone, the price of which 
is lessened by a single flaw.” 


Kindly write or wire rather than 
phone. 


THOMAS J. FAUSSETT 


521 Fleming Street 
HOWELL MICHIGAN 
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Wars the recent introduction of a new 
self-winding mechanism called “Powerwind,” the Mido 
Watch Co. of Bienne, Switzerland, has prepared a spe- 
cial servicing manual, which JC-K presents in part on 
this page. 

The Powerwind system, according to Mido officials, 
combines all the advantages of both the shock absorber 
and the rotor mechanism, at the same time eliminating 





FIGURE 2. Two of the seven parts 
are shown here: the oscillating 
weight with pinion and the os- 
cillating weight fork with screws. 
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FIGURE 3. Above, left, is bridge 
for automatic device with screws, 
and at top right is the oscil- 
lating weight staff with screws. 





FIGURE |. Illustrated is a view of an 
assembled Mido Powerwind, Model 917P, 


which has only seven working parts. 


defects of the latter system. They report highly satis- 
factory results chiefly through the simplification of the 
mechanism, which is comparatively easy for watch- 
makers to service. The number of working parts used 
in the Powerwind are reduced to 7 instead of the usual 
16 or more normally found in self-winding mechanisms. 

Note: All the white triangle areas indicate lubrication 
points. 


FIGURE 4. Three remaining work- 
ing parts are automatic winding 
wheel No. 3 (top), and automatic 
winding wheels No. 2 and No. |. 
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BY THE 
CLOCK 


To recognize watch troubles 
quickly, repair watches confidently, 
regulate them accurately... saving 
time to do more jobs at more profit, 
you need dependable, precision 
WatchMaster records. 
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CALENDAR 


And,—in buying bench equipment, 
longest life, least interruption: of 
service, lowest maintenance cost... 
are the real measures of its value. 
Here, again, over the years, it’s 
the WatchMaster for economy. 





PLAY SAFE—Take a tip from those who know—for 
more WatchMasters have been sold and are being sold 


than all other watch-timing machines in the World, combined. 
There MUST be a reason. There is! IT’S THE BEST. MAIL THE COUPON 


American Time Products, Inc., 


580 Fifth Avenue NAME ee i es _ 


New York 36, N. Y. 


Gentlemen— COMPANY____ 


Please arrange a WatchMaster 
demonstration at my bench. | 


° ADDRESS 
want to judge its greater every- 
day advantages and durability 
for long-range economy. CITY, STATE 
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~ A Remaster mm 


Jewelry Making 








For Tradesmen and Craftsmen 


Jewelry making is one of the oldest, most fascinating, and respectable of 


crafts. It is the purpose of this series of articles to present to both beginner 


and advanced craftsman, practical methods of making hand-made jewelry. 


Part I1V—Decorative Processes (Continued) 


erste ss is a highly specialized field of 
jewelry that very few craftsmen or jewelers attempt to 
master. Actually, with some practice and study, the aver- 
age jeweler should encounter no difficulty in developing 
ability to engrave well. 

The engraving tools are made from a good grade of 
tool steel. There are several important shapes that can 
be purchased and each shape can be had in many dif- 
ferent sizes. The sizes are specified by numbers, the 
smaller numbers being the thinner tool. Standard and 
shaped tools are shown in Figure 16. 

Handles can be purchased in several shapes. One with 
the bottom part cut off is very popular for line engraving 
flat surfaces. The all round handles can be used on tools 
that have been hent or heeled. 

A hel+ __ -rilled into the handle slightly smaller than 
the tang (back) of the tool. The tool is set in a vise 
with the tang projecting and then the handle is ham- 
mered on. Often the tang must be pointed more by 
grinding on a grind stone. 


by MURRAY BOVIN 


The back of the engraving tool is first ground to shape 
on a soft emery wheel. Care must be taken not to burn 
(remove the temper) the tool. Keep the tool cool by 
dipping it constantly into water. The reason for grind- 
ing the back is twofold: since it reduces the thickness 
of the tool at the cutting edge, it permits quick sharpen- 
ing; and, for the same reason, it is easier to see the cut 
when using the tool. 

The cutting edge is sharpened by rubbing the tool on 
an Arkansas or Indian stone. Oil must be applied to the 
stone. A light oil, such as 3 in 1, is preferred. The tool 
is held at a 45 degree angle. Flat tools are rubbed back 
and forth; the other tools are rubbed sidewards. After 
rubbing the tool, dig it into a piece of wood quickly to 
remove the bur on its edge. The engraving tool is now 
ready to be used. 

Many of the tools must be heeled or faced in order to 
best form curves or spirals and to engrave flat surfaces, 





















































Fig. 16. Engraving tools: |. diamond; 2. lozenge; 3. flat; 4. round; 5. knife; 6. onglette. 
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An 0 AR-WISION store front 


ee-an open door to bette’ business! 
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Six what we sell... “ says the 
jewelry store with a Pittsburgh 
Open-Vision Front. Well-arranged 
merchandise, clearly seen through 
a Polished Plate Glass Front like 
the one shown here, has t' ~ed 
many a casual window shopper in- 
to a paying customer .. . has helped 
increase the store’s revenues. 

Many merchants—in all x. »ds of 
businesses, in every section of the 
country—report bigger sales, better 
business, more customers after they 
modernized their stores with a 
beautiful, customer-appealing 
Pittsburgh Open-Vision Store 
Front. 

And you can do the same for 
your business. If you're planning 
to open a new store, move to an- 
other location or modernize your 
present place of husiness, look into 
the advantages. of! Mttsburgh 
Store Front. You'll be glad you did! 

For more information, send for 
our free,. illustrated booklet which 














IN THIS EYE-CATCHING open-vision jewelry store, Williams Jewelry Co., Holland, Michi- Sives Many examples of P ittsburgh 
gan, extensive use was made of Pittco Store Front Metal; Pittsburgh Polished Plate Glass; Store Fronts and contains complete 
and gleaming gray and black Carrara Structural Glass. The doorway features a Herculite details on Pittsburgh Products. Just 


Plate Glass door with two Herculite side lights. : ; 
return the coupon, no obligation. 





mM 


Pittsburgh Plate Glass Company 
Room 4226, 632 Fort Duquesne Blvd., Pittsburgh 22, Pa. 


Store Fronts 
and Interiors 
by Pittsburgh 


= al 


Without obligation on my part, please send me a FREE copy of 
your modernization booklet, “How To Give Your Store The 
Look That Sells.” 
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PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS - FIBER GLASS 


PITTSBURGH PLATE GLASS COMPANY 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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Sometimes it is necessary to both heel a tool and change 
the shape of the cutting edge. 


BRIGHT CUTTING 


When engraving, if a bright cut is desired, the bot- 
tom of the tool at the cutting edge must be rubbed on 
crocus or very fine emery paper. Hold the tool perfectly 
flat and rub it back away from the cutting edge. The 
tool, of course, is sharpened first, as explained previ- 
ously, before it is rubbed for bright cutting. Note: 
when engraving platinum and bright cutting is desired, 
the tool must be rubbed on paper after each cut. Some 
craftsmen prefer to rub the tool on a dry, hard Arkansas 
stone. 

Designs may be applied to a metal for engraving the 
same way as explained later in the chapter on trans- 
ferring designs to a metal. Several additional specialized 
techniques especially suitable for engraving are de- 
scribed below: 

Chinese White. Chinese white is applied to the metal 
so that a pencil mark will stand out clearly. The Chinese’ 
white is applied by either wetting one’s finger, then 
gathering whiting on the finger and dabbing it on the 
metal, or, especially on large surfaces, by means of a 
camel’s hair brush. Simple monograms and designs are 
drawn directly onto the Chinese white with a sharp 
pencil. 

Transfer Pads. A transfer pad can be purchased or 
made from a piece of uncured rubber. The rubber used 
for centrifugal casting is ideal. The pads are used when 
engraving identical pieces such as monograms or initials 
on silverware. Talc powder is dusted onto an already 
engraved object. -The object is pressed into the transfer 
pad, removed, thus leaving a talc impression on the pad. 
The piece to be engraved is then pressed over the talc 
impression and when removed the talc design will be 
on it and then can be engraved. 

Paper Impressions. To copy an elaborately engraved 
object a paper impression can be used. Hold a good 
grade of paper over the engraving and then rub it firmly 
with a burnisher or round shaped tool to get an im- 
pression of the engraving onto the paper. Now rub a 
soft pencil over the raised impression in order to cover 
it with graphite. Cover the metal with a thin coating 
of engraver’s transfer wax, bee’s wax, or Chinese white. 
Place the paper over the metal and re-rub it to get the 
design onto the wax or Chinese white so that it can 
be engraved. 

Many objects can be held by hand on the bench top 
or on a sand bag or cloth. The ring clamp can be used 
advantageously. Shellac is ideal for holding objects to 
be engraved. The shellac, by means of heat, is melted 
onto a round, flat topped stick and the object to be 
engraved in place on the stick while the shellac is still 
soft. The shellac may be hardened quickly by placing 
it in cold water. When engraving, the stick is held 
against the “V” cut in the bench pin so that it can be 
rotated easily. Objects can be removed by warming 
the shellac and to remove all traces of shellac drop ob- 
jects into alcohol. 

A square block of wood with shellac on the top is 
often employed. The block, with object to be engraved, 
is set into a steel engraver’s ball and is held there by a 
clamp. The ball may be placed in different positions. 
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For engraving and carving rings, a block of wood with 
a top similar to a ring clamp but with a square bottom 
that can be clamped in an engraving block or ball, is 
very practical. The block can be made from a solid 
piece of maple. 

Oil of wintergreen acts as a lubricant and also keeps 
the cutting edge of the tool sharper longer. The oil is 
kept as follows: place a piece of absorbent cotton in g 
small glass container or jar and then saturate the cotton 
with oil of wintergreen. Touch the cutting edge of the 
engraving tool often to the oil when engraving. 

All engravings are composed of combinations of the 
few possible cuts which the engraving tools can make. 

Straight line cuts. A flat or round bottom tool will 


normally give a parallel sided “U” straight cut with a 


flat or round bottom. A diamond, knife, lozenge, or 
onglette tool will give a “V” straight cut and if the same 
depth of cut is maintained, the sides of the cut will be 
parallel. Very narrow fine lines can be made with these 
tools. If the depth of the cut is varied, the width of the 
cut will also change and interesting effects can be had 
that way. 


WIGGLE CUTTING 

Wiggle cuts. Wiggle cutting is very easy to do, and 
when used in conjunction with some of the other cuts 
has many interesting possibilities. Flat engraving tools 
are used. The tool is held at a 45 degree angle and is 
actually wiggled as it is slowly pushed forward. One 
should be able to develop proficiency in wiggle cutting 
with very little practice. 

Curved line cuts. Curved line cuts require more skill 
and practice than the other cuts; however, with a little 
patience, sufficient proficiency can be achieved to do the 
most attractive and interesting engraving. All tools 
should be heeled for curved line cuts. 

A half round tool can be used to form a parallel sided 
‘“U” curved line cut. To form the cut when the work 
is mounted in an engraving block (or shellac stick) 
raise the angle of the tool slightly and, while pressing 
the tool forward, turn the block. For slanted cuts, a 
diamond, a lozenge, a reshaped round, or even occasion- 
ally a flat tool can be used. The choice of the tool often 
depends upon the engraver’s whim and training for all 
of the above tools must be heeled and sometimes re- 
shaped before they can be used. The cutting edge angle 
between the sides should be approximately 80 degrees. 

As the tool cuts and the engraving block is revolved, 
gradually. turn the engraving tool to the side to get a 
wider slanted cut, and then, near the end of the cut, 
gradually turn the tool back again. This way, lines can 
be made. These lines are the foundation of script letter 
engraving. 

Spurring. Spurring is an inverted “V”-like cut that 
is used to form the serif on block letters and also has 
many uses in ornamental engraving and carving. The 
cut is made with a flat tool. 

The actual application of the cuts once they have been 
mastered is not difficult. It is suggested that a good book 
on monograms and lettering be obtained since a thor- 
ough study of monograms and lettering is beyond the 
scope of this series of articles. Another suggestion is to 
examine many engraved pieces and to study the letter 
styles and composition used. 
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| gear WATCH CASE—I have experienced diff- 
culty in assembling the waterproof case of the Enicar 
watch. What is the proper procedure? (Question No. 
6356) R. E. 


Answer—The manufacturer advises this procedure 
be followed: in closing the Enicar case, first put the 
bezel in place. Then, as the second step, replace the Emo 
crystal. To be sure of waterproofness, tighten the 
crystal with the special tools which can be fixed to the 
Emo potence. 


ISCOLORATION OF SOLDER—What causes dis- 

coloration of solder where we have changed sizes 
of 10K gold rings? The solder shows as a dark line soon 
after the job is done, although this tarnish does not ap- 
pear at first. We have always used solder sold as “10K 
gold solder.” Would it be better to use say 14K or 18K 
solder? (Question No. 6357) G. E. 


Answer—The two main factors in soldered joints to 
assure invisibility are good workmanship in filing the 
surfaces of the joint so that they will meet without any 
readily noticeable space between them, and solder of best 
possible quality. If these matters are taken care of, it 
may be safe to count upon the joint remaining practi- 
cally invisible on a ring kept in use. A well-matched 
joint can be made by using an “equalling file” which is 
a thin flat file with its sides parallel to each other. After 
sawing the ring, use this file by working it in the saw-cut, 
while holding the two halves of the ring with pressure 
toward each other with the moving file between the cut 
ends of the ring. This assures a close matching of the 
surfaces to be soldered together. It would not be ad- 
visable to use higher “karat” solder than made for the 
gold in the ring; this might risk melting the ring before 
the solder melts. In gold as low-grade as 10K, the ap- 
propriate solder has so small a proportion of gold in it 
that the metal readily tarnishes and this is visible if the 
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area of solder-surface is considerable as it is in the wide 
spacing of a poorly fitted joint. The matter of quality 
of solder of course has to be left to be taken up between 
you and your material dealer; there are a number of 
brands of solders well known as reliabie, and we do not 
single out any one of them to recommend. 


HITE GOLD JEWELRY—To answer a question 
customer, could you give us a brief history of the 
vogue or fashion of white gold in the jewelry trade? 


(Question No. 6358) L. R. 


Answer—We will say that the great vogue of white 
gold for jewelry, watch cases, etc., began just after the 
end of the first world war, and was in full swing by the 
early 1920’s. No doubt what touched off this white gold 
craze was the fact that platinum prices soared so high 
during that war, that platinum became a symbol of 
luxury, and so for some years metal that resembled 
platinum had its particular vogue. During the white gold 
period, the inherent beauty of natural color gold was so 
ignored that some in the trade who predicted its eventual 
comeback were heartily laughed at; and jewelers even 
had fine yellow gold goods in their stocks, electroplated 
with chromium, to make them saleable, of white color! 


NEW CHUCKS—In a set of new chucks I added to my 
outfit, three of them take a little force to push fully 
into the spindle, and two of these do not run entirely true. 
Is there any way to correct this? (Question No. 6359) 


e. G. 


Answer—The most likely cause of the fault you de- 
scribe is that the slots milled in the bodies of the chucks, 
next the threaded parts, are slightly too shallow, which 
causes the throat-pin in the spindle to bind on the bottom 
of the slots. The remedy is to take a small square file 
with one side uncut with teeth (a “safe-edge” file), and 
file the slot a little deeper. Or in any set of escapement 
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files, there are several that you can see would be suitable 
for this job. The chucks should be laid for firm support 
in a groove cut in a piece of soft wood while doing the 


filing. 


EMPERATURE AFFECTS WATCH—We have a 
watch that keeps good time but stops when the tem- 
perature goes down very low a: * th. atch is not worn. 
What causes this? (Question-Ne. 6360) F. 





Answer—lIf the watch has a compensating balance, 
with bimetallic rim, and some other part of the move- 
ment stands very close to the outer ends of the balance 
screws, then when lowered temperature causes the rim to 
bend outward, this may bring the longest screw of the 
rim of the running balance into contact with the other 
part which would of course stop the watch. What should 
be done then is, obviously, anything that would give 
more clearance to the balance; exactly what to do would 
depend upon the details of design of this particular 
watch. 

The other likely cause would be that the oil at balance 
pivots and escapement is of a kind or condition that 
thickens easily in cold temperature. Maybe the oil there 
is more or less thickened by age, regardless of the matter 
of the temperature, and increases in thickness quickly in 
colder weather. In this case, the remedy is of course to 
clean and re-oil the watch. But if the type of oil is one 
that remains fluid better in ordinary temperatures than in 
extreme cold, then a different oil should be used. This 
question you would have to take up with your material 
dealer, or with some of the manufacturers of oils. 


| | Spaced DRIVEN CLOCKS—I have put in order 

an electric clock, driven by dry-cells, made by the 
New York Standard Clock Co., but the dial (originally 
painted or enameled on a sheet-metal base) is badly 
scaled or peeled off. Could you tell me where to order a 


new dial for this? (Question No. 6361) W. K. 


A nswer—tThe battery-driven electric regulator clocks 
formerly made by New York Standard Clock Co., were 
discontinued more than forty years, so there is no chance 
of obtaining a new dial of original make. The nearest 
specialist in repainting clock dials exclusively, that we 
know of, is located out in the midwest; but this is a job 
that could be done by some competent sign-painter, and 
certainly one of these must be in business somewhere 
near, if not in your own town, to whom you could per- 
sonally talk concerning your job and arrange for doing it. 
We are sure that you could locate a good sign painter. 
if not in your town, then in some nearby city, by con- 
sulting the classified section of a telephone directory. 


Pree ING WHITE MARBLE—We are anxious to 

do a fine job of cleaning an old white marble clock 
case that looks dull and dirty but not scratched or dam- 
aged. We believe the right process could make the stone 
look good as new. Can you advise some way more 


thorough than just scrubbing with household cleaning 
powders? (Question No. 6362) F. T. 


Answer—We recommend the process advised by the 
National Association of Marble Dealers for cleaning 
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marble that has become dingy and discolored from long 
use by handling (absorbing perspiration and oil from the 
skin), dust settling on it, exposure to dampness, improper 
cleaning materials, etc. 

Dissolve 1 lb. trisodium phosphate crystals in 2 quarts 
of hot water. Mix the contents of a 6 oz. can of chlori- 
nated lime to a paste in a shallow enameled-ware pan by 
adding water slowly and mashing the lumps of lime. Pour 
this and the trisodium phosphate solution into a stone. 
ware jar and add water until approximately 1 gallon of 
the mixture is obtained. Stir well; cover the jar, and al- 
low the lime to settle. In using, add some of this liquid 
to powdered talc, until a thick paste is obtained. Spread 
this paste over the marble in a coating about 4% inch 
thick. The powdered talc may be obtained from the 
Rock Products Co., Easton, Pa. The other ingredients 
may be bought at drug stores or laundry supply houses. 
When dry, scrape the “poultice” off the marble with a 
wooden blade, which will not scratch the marble. If the 
marble needs repolishing, this may be done with putty 
powder applied by rubbing with a cloth. 


UTOMATIC WATCH FAILURE—I have an auto- 

matic wind watch which does not run twenty-four 
hours, even though it has been put in order and a new 
mainspring was put in. Can you tell me what I can do 
to make this watch run 24 hours? (Question No. 6363) 
E. #. 


Answer—tThere are many different makes and designs 
of automatic wind watches on the market today, and in 
answering this question we must consider all types and 
makes. Presuming that all train wheels are found to have 
the proper end and side shake, the escapement is adjusted 
and the watch has been cleaned and oiled properly, we 
would then check the source of power supply. If the 
mainspring is of the exact strength and oiled, there is 
often a condition overlooked by many watchmakers which 
contributes to your problem, namely, not running 24 
hours. This particular oversight is the so called “slip 
spring,” or safety spring which the tongue of the main- 
spring catches hold of when the spring is being wound. 
If this slip spring is not stiffer or stronger than the main- 
spring the watch will not run the full 24 hours. However, 
this spring may not be too strong or the automatic 
mechanism will be strained.. To determine the correct 
strength of the “slip spring,” consult the Ebauches S.A. 
tables, obtainable from material dealers, or maker’s 
recommendation, for that particular model. 


~ ery-erenter PEWTER—We have a small pitcher made 
of Britannia metal, or pewter, with a small hole in 
the bottom, which could easily be soldered shut; we would 
like to know what kind of solder, and the right way to 
use it, for making this repair. (Question No. 6364) T. E. 


Answer—What is required for soldering pewter of 
Britannia metal is a solder that will flow even at a lower 
heat than the very low heat at which the soft metal flows. 
Solder containing bismuth besides tin and lead fulfills 
this requirement. Bismuth solder is sold by all dealers 
in jewelers’ supplies; and your material house can supply 
you. 
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For Sessions "Saucer" Clock 
A Trio of "Decorator" Frames 
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The Sessions Clock Co. has introduced 
a trio of decorator frames, designed for 
use in any room. for its $3.95 retail 
“Saucer” clock. 

A lacy, wrought iron tole frame, 12” 
in diameter, is for living room, dining 
room or hall, and retails at $4. Another 
frame is a hardwood salad bowl, 10” in 
diameter, designed to lend a “natural 
touch.” It retails at $2.75. A festive sun- 
burst fan, in red, yellow and blue, 9” in 
diameter, imported from Mexico, is the 
third Sessions frame. It retails at $1.50. 
Frames or clocks can be sold separately. 

A display card, shown in the _ photo, 
designed for attachment to the wrought 
iron Saucer display fixture, is free to re- 
tailers ordering eight Saucer clocks. 


Jake Levin & Son Offers 
Binocular Display 


The Jake Levin & Son Co., Kansas City, 
Mo., importers of Lemaire and Jason bin- 
oculars, is offering a counter, window or 
showcase display which holds four bin- 
oculars for on-the-spot sales. 





Shown in the picture, the display is silk- 
screened in two colors, can be put up in 
less than a minute and when folded, it 
fits into a regular jewelry tray. 
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Flex-Let Takes 26-Time 
Ad Schedule in Life Magazin. 


Starting in Sept., 1954, Flex-Let Corp. | 


will run an advertisement in every issue 
of Life up to Christmas, a total of 13 ads. 
The campaign will continue into 1955 with 
ads every week starting in March and 
ending June 13, just before Father’s Day, 
also a total of 13 ads. Flex-Let states that 
the 26 ad contract is the largest ever re- 
ceived by Life for any watch band manu- 
facturer. 

The Alfred Politz Research Life reader- 
ship survey shows that by Christmas, the 
Flex-Let ads will reach over 73,000,000 


people, estimated to be 61 per cent of 
population, age 


the LU. S. 10 and over. 





Signing the ad contract are, seated left 
to right, Jack R. Storti, executive vice- 
president, Flex-Let, and Ben Sackheim, 
president, Ben Sackheim, Inc., Flex-Let’s 
ad agency. Standing, left to right, are Sy 
Rosen, advertising manager, Flex-Let; 
John Morrissy, Life advertising manager; 
and Jerry Hahn, Flex-Let account execu- 
tive, Ben Sackheim, Inc. 





Automobile Self-Winding Watch 
Manufactured by Benrus 


The Benrus Watch Co. has announced 
that it is manufacturing and casing a new 
“Moparmatic” steering wheel watch to be 
installed in 1951-54 Plymouth, Dodge, 
De Soto and Chrysler automobiles. It is 
available in the U. S. and Canada through 
authorized Chrysler Corp. dealers. 


The Moparmatic is a 15 jewel, self-wind- 
ing car watch* which derives its winding 
power from the movement of the steering 
wheel and the driving of the car. It is 
shock-resistant, anti-magnetic, has an un- 
breakable crystal with intensive luminous 
night reading dial and hands and has a 
red arrow hand whieh can be set so that 
elapsed time of trips can be computed. 
Benrus states it is the first automatic 
watch to be inserted in the center of the 
steering wheel, offering less distraction for 
the driver. 














New Pen and Pencil Display 
Offered by A. T. Cross Co. 





The A. T. Cross Co., Providence, R. L, 
has announced the immediate availability 
of a new display, containing an assortment 
of eight Cross Century pens and pencils. 


The smart, modern counter or window 
display, shown in the photo, is of oak 
lacquered black with white filler in the 
wood. The pens and pencils lie on a 
cushion of coral bark cloth. The rear of 
the dispiay can contain an assortment of 
Cross leads, erasers and pen cartridges. 





Bulova Takes Part 
In Handicap Exhibit 
The Joseph Bulova School of Watch- 


making recently took part in the “Parade 
of Progress on Rehabilitation and Employ- 
ment of the Physically Handicapped” ex- 
hibit in Washington, D. C. The Bulova 
school, since its establishment in 1945, has 
graduated 428 disabled students. 


Vice-president Nixon delivered the open- 
ing address at the exhibit, and Bernard 
Baruch spoke. James P. Mitchell, Secretary 
of Labor, and Oveta Culp Hobby, Secretary 
of Health, Education and Welfare, were 
among the distinguished visitors. 





In the picture are shown, left to right, 
Felix Radleigh, Lyndhurst, N. J., of Bul- 
ova’s demonstration exhibit, James P. 
Mitchell, Benjamin Lipton, Veteran Re- 
habilitation Consultant for Joseph Bulova 
School of Watchmaking, and W. R. Cog- 


gins, a Bulova student. 
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Hamilton Illuminated Motion Display Features Gift Occasions 





Pictured is Hamilton’s Watch Co.’s new 
illuminated motion display. The curtain 
at the right opens to show a brightly 
lighted Hamilton watch, then closes to 
complete :the action. 

Also shown at the left are interchange- 
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able panels, featuring five gift-giving 
events, which run through June, such as 
Father’s Day, graduations and weddings. 
The panels slide into the space provided 


at the left of the display. 





Keepsake Window Display 
Fastens onto Windows: 
The A. H. Pond Co., Syracuse, N. Y.., 


is distributing an unusual “Ring Set of 
the Week Display” for its Keepsake ring 
sets. 
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Keepsake jewelers can attach it to their 
front windows by means of suction cups, 
as shown in the photo. A deep blue dis- 
play frame, lettered in white, gives an 
eye-level, close-up prominence :to any Keep- 
sake ring set which the jeweler wishes to 
feature. 


-—- —-- 


GE Small Appliances 
Report Sales Increase 


The small appliance division of GE has 
reported that it ended the first quarter of 
1954 with a sales increase of 15 per cent 
above 1953. 


W. H. Sahloff, division general manager, 
called the increase: “definite proof that 
hard and aggressive selling and merchan- 
dising on the part of alert ambitious dis- 
tributors and dealers is the answer to the 
psychological road blocks that constitute 
the real menace to business progress to- 
day.” 
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Illinois Watch Case President 
Has Unusual Sales Conference 


Allen B. Gellman, president, Illinois 
Watch Case Co., manufacturers of Elgin 
American products, recently held an un- 
usual sales conference with the company’s 
40 salesmen. A telephone conference hook- 
up was arranged through 25 stations in 
the U. S., and circuits were completed to 
Elgin, Ill., at the appointed hour. 

Mr. Gellman then read a sales message. 
He stressed that “every selling person at 
the retail, wholesale or manufacturer’s 
level, in order to sell their commodities to 
his customer, must sell on the basis that 
it is the best product at the best obtainable 
price.” 


McGraw Electric Offers 
Toastmaster Display 


The Toastmaster Products _ division, 
McGraw Electric Co., Elgin, IIl., is offer- 
ing to retailers a new window display that 
has a lifelike bride and groom ornament 
to catch the eye and a drape of shimmer- 
ing white silk accented by blue satin rib- 
bon, shown in the photo. 





The display is in a new merchandising 
kit which also contains: full-color, easel 
backed national ad display, a supply of 
consumer leaflets on both the super de luxe 
and de luxe Toastmaster toasters and com- 
plete cut and mat sheet. 





Smallman & Sons’ Fall Line 
Of Craftsman Billfolds 


I. Smallman & Sons Co., Paterson, N, J, 
has announced its new fall line of Crafts. 
man billfolds, featuring a special group of 
fine leather gift sets including a billfold 
matched up with cuff links and a tie bar, 
a billfold and pipe set, a billfold and 
matching leather covered pencil, all re. 
tailing from $7.50. 

In the ladies’ line, Craftsman offers a 
billfold and matching leather covered com. 
pact, billfold and lightexsets, a new petit 
point number, and the “Beauti-Pak,” a 
carry-all billfold with .vmpact lipstick case, 
comb and outside gusset change. purse, 
with billfold and compact 24K gu.d tooled, 

“Citation” and “Lady Citation” billfolds 
are featuring the Craftsman “Pass-O-Mat” 
bar which opens for easy addition or re- 
moval of windows. 

A free blond wood display case is being 
offered with an assortment of 24 men’s and 
ladies’ billfolds, at a total retail price of 
$105. 

Craftsman is opening its ad campaign 
with ads in Life, Esquire and Mademoiselle. 


Currier & Ives Men's Jewelry 
Introduced by Squire 





The Squire line of the Taunton Pearl 
Works, Taunton, Mass., has introduced 
new men’s jewelry called Currier & Ives. 
Scenes from the famous Currier & Ives 
lithographs of authentic Americana are 
reproduced by Squire in full color, minia- 
ture scenes in three dimensional effect on 
imported crystals. 

Tie clip and cuff links are packaged in 
a new, reuseable “Travel-Pack,” which is 
shown here holding a set that reproduces 
Currier & Ives’ trotting scene, “Passing the 
Stand.” Other scenes are “Rounding a 
Bend on the Mississippi,” “Speeding on 
the Avenue” and the “Celebrated Clipper 
Ship Dreadnought.” The sets retail at $6 
plus tax. 


Ronson Corporation, New Name 
Of Ronson Art Metal Works 


Ronson Art Metal Works, Inc., has 
changed its corporate title to the Ronson 
Corporation, according to a company an- 
nouncement, so as to be in keeping with 
the increased diversification of the com- 
pany’s products, such as its electric shaver, 
recently put on the market. 
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Chrysler Airtemp Publishes 
interesting Selector Guide 


Buyers of Chrysler Airtemp room air 
conditioners will be assured a “perfect fit” 
with use of the company’s new “Selector 
Guide” for retail salesmen, according to 
J. F. Knoff, vice-president in charge of 
Airtemp sales. 

The Selector Guide consists of four dif- 
ferently calculated charts tailored to con- 
ditions in the four major climatic regions 
of the country. Minneapolis, for example, 
represents the cc : region; New York, the 
temperate; Phoenix, the hot, dry climate; 
and Miami, the ho: humid area. 

Mr. Knoff stated. “A salesman anywhere 
in the country will, without undergoing 
extensive training, be able to sell room 
air conditioners properly.” He said the 
Selector Guide eliminates guesswork and 
assures a properly-sized air conditioner to 
meet design conditions. 


Baby Diamond Ring Promotion 
And Display by David Sarkin 


David Sarkin, Inc., 37 W. 47th St., N. Y., 
has packaged a six diamond baby ring 
promotion that is self-contained in a coun- 
ter card-display box combination, shown 
in the photo. The promotion is based on 
the idea that inexpensive diamond b-by 
rings are a tremendous factor in the gift 
market. 
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Sarkin has also designed for the retail 
jeweler a complete selling program. that 
ties in the baby diamond rings as atten- 
tion-getters and traffic builders. An elab- 
orate booklet is available from the firm, 
explaining the potentialities of this sales 
program. 


Dorsay Products Moves 
To Larger Offices 


Dorsay Products, manufacturers of “Ear- 
rinGrips,” has expanded its facilities and 
moved to new and larger offices at 2 Co- 
lumbus Circle, N. Y. 19, N. Y. 

Directly opposite the new offices is the 
site for the new Coliseum to be erected by 
the City of New York for future industrial 
exhibits and conventions. 
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international Silver Presents "Daffodil" Pattern at Festival 





Frank X. Duggan, Pacific Northwest 
representative, International Silver Co., is 
shown in the photo presenting “Daffodil 
Pattern” silver to the royalty of the 21st 
Puyallup Valley Daffodil Festival, held 
last April in the Puget Sound cities of 
Tacoma, Puyallup, Sumner and Orting. 





A full set was presented to Queen Mary 
Carlile of Sumrér, Wash., at her corona- 
tion in the Ta. ma-Armory. At her left 
and right are princesses Carol Drahold of 
Tacoma and Janet Turman of Puyallup, 
who received salad sets in the Daffodil 
pattern. 





M. F. G. Watch Band Co. 
Moves to Larger Offices 


The M. F. G. Watch Band Co., Inc., 
maker of Admiral watch bracelets, has 
moved to larger quarters at 9 Desbrosses 
St.. N. Y. The company’s phone number 
is the same. 


Gruen Offers 
TV Counseling Service 


An illustration of the Gruen Watch Co.’s 
television counseling service is in_ the 
Mayor Jewelry Co., Cincinnati, taking 
sponsorship of “Pantomime Hit Parade” 
on WCPO-TYV, where it is televised from 
11 to 12 p. m. five nights a week, and 
also every Saturday over ABC television. 





In the picture are shown Nathan Zeff, 
left, president of the Mayor Jewelry Co., 
pantomime star Dotty Mack, and Henry 
Dorff, Gruen vice-president in charge of 
advertising. 








Tie-Tie Gift Wrappings 
Offers 1954 Christmas Line 
‘€. 





The 1954 Christmas line of Tie-Tie Gift 
Wrappings (Chicago Printed String Co.) 
offers over 100 new designs and colorings. 

Greater emphasis has been placed on 
the “Glamour” $1 line and the “Splendor” 
50 cents line. Designs feature coatings 
and metallic spreads and others are em- 
bossed and dusted. The “Gold Label” 
25 and 50 cents line offers the widest se- 
lection of designs, ranging from religious 
to cartoon stylings. 

A newly revised “Gift Wrapping Magic” 
booklet is again available to dealers at $10 
per thousand or $13 imprinted. 


Shown in the photo is Tie-Tie’s new 
Christmas Angel, a three-dimensional full 
color display, featuring a non-tip base and 
holding one beautifully gift-wrapped pack- 
age. This 45” Angel display sells for $3.50 


with all Christmas orders. 
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Telechron Display 
For "Tole" Clock 
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Shown in the photo is a five color, three 
dimensional display for the new Telechron 
“Tole” clock, Motif model, which can be 
used on the wall or as a counter card. 
The Tole clock is available in_ black, 
cherry red, clive green or teal blue, with 
suggested retail price of $7.95 plus tax. 

Introductory offer includes a_baker’s 
dozen or a half dozen with one additional 
clock at half price. The Motif model is 
also offered in six-clock packs, color as- 
sorted, with display at no extra cost. 


Marshall Co. Presented 
On Nation-Wide TV Show 
The C. & E. Marshall Co. was recently 


presented on the coast-to-coast Tommy 
Bartlett “Welcome Travelers” show, and 
the firm states this is the first time in 
the history of TV that a watchmakers’ 
supply house was presented on a nation- 
wide program. 





The company, through the star of the 
show and Bob Cunningham, its co-host, 
presented to Dorothy Vaughn equipment 
necessary to establish her own repair shop. 
Miss Vaughn was a polio victim about six 
years ago. She then studied watchmaking 
but lacked the necessary watch repairing 
equipment to go into business. While she 
was being interviewed, Marshall repre- 
sentatives waited off-stage to surprise her 
with the gift. 

Shown in the picture are, left to right, 
Tommy Bartlett, Dorothy Vaughn, Jack 
Marshall and Bob Cunningham. 
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Keepsake Finds Its Ads 
Aid Florida Jewelers 
Roland Pond, secretary of the A. H. 


Pond Co., maker of Keepsake rings, after 
one of his periodic visits to Keepsake 
dealers, stated that the consensus of jew- 
elers in Florida was that selling in this 
year’s more competitive market will be 
easier because of the national advertising 
done for Keepsake and its companion line, 
Crescent. 


Ronson Offers 
Lighter Accessory Display 


The Ronson Corp. is offering a striking 
_ynter accessories display cabinet, the A-4, 
measuring 1014” wide by 7” deep. Shown 
in the photo, it is designed to hold the 
Ronson “Liter-Kits,” the “Five-Flinter” 
and the “Nine-Flinter” automatic flint dis- 
pensers, and the new switch-spout Ronsonol 
lighter fuel. 


“> Best Pesxyse 
© 





It is free to dealers, in consideration of 
an order for an assortment of Ronson 
lighter accessories. 


Gemex to Make for Men 
A "Revolutionary" Band 


A new Gemex watchband for men, called 
the “Mainline,” will be introduced in Au- 
gust, and is termed by the company “as 
the most revolutionary in years.” 

In a pre-announcement campaign, Gemex 
will run six teaser trade ads, three in June 


and three in July. 


Taffel Bros. Introduces 
“Bridal Bouquet" Paper 
Taffel Bros., 95 Madison Ave., N. Y. 16, 


N. Y., has announced a new gift-wrapping 
paper called “Bridal Bouquet,” a silver 
paper embellished with bridal motifs. It 
is 26” wide, available in 50 foot rolls at 
$3 per roll, and in 833 foot reams at $34.50 
per ream. 





Continental Radio's 
Hi-Fi Phonograph 





The Continental Radio Corp., Chicago, 
manufacturers of radios for private label 
use, has made available this high-fidelity 
phonograph, model No. 964, shown in the 
picture. 

It is equipped with an automatic record 
changer, four tubes. push-pull output, hi-fi 
ceramic cartridge, two six inch speakers, 
two tone controls. has a response of 50 to 
15,000 cycles per second and terminal strips 
for the addition of frequency modulation 
tuner. Available in mahogany or limed oak 
cabinets, it is 19 by 16% by 9% inches, 


The Sovereign Pattern 
By Kem Plastic Playing Cards 





Kem Plastic Playing Cards, Inc., 595 
Madison Ave., N. Y. 22, N. Y., has an- 
nounced that its modern card design, 
“Sovereign,” is now available in pinochle. 
The firm states the sales appeal of its 
cards is in their being washable, durable, 
replaceable and guaranteed. 

As shown in the photo, Sovereign is a 
fleur-de-lis motif on red or blue checked 
backgrounds. It retails at $7.50 for a 
double deck, including a handsome, black 
plastic container. Other Kem designs are 
for bridge, canasta, samba and_ Bolivia. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











Seventeen-Save the Children 
Doll Contest Awards 


In the 1954 Seventeen-Save the Children 
Federation School Doll Contest, a full ser- 
vice for 12 in Holmes & Edwards sterling- 
inlaid silver plate and a service for eight 
in Franconia open stock china, donated by 
Herman C. Kupper, Inc., were awarded as 
second and third prizes. 

Teen-age girls in home economics classes 
and clubs made the dolls and the contest 
is designed to provide needy children in 
rural America and overseas with dolls. 

The two prizes will be used in the home 
economics class work of the winners. 


National Cash Register's 
New Machine, the "51" 


A new cash register, the “51,” shown 
in the picture, has been announced by 
The National Cash Register Co., Dayton 
9, O. 

It has no lever or motor bar; it oper- 
ates instantly at a light touch of any of 
the “department” keys. As a department 
key is depressed, the amount adds into a 
total for that department, adds into the 
customer's receipt total, adds into an over- 
all sales total, prints on the “sales record” 
inside the machine, prints on the customer’s 
receipt, adds “one” into an item counter 
for that department, and identifies both 
salesclerk and department on the _ sales 
record—all at the same time. 





The indication of sale above the register 
is beamed in a new “eye-angle” manner 
at both customer and salesclerk. 


“True Customer Count,” by departments, 
is an important feature of the machine. 
The item counter will add “one” the first 
time it is touched, but will not add one 
again for that same customer. 


Certified Metals Plans 
Unusual Merchandising 


Unusual merchandising approaches are 
planned by the Certified Metals Co., New- 
ark, N. J., manufacturers of a new line of 
quality rings, according to Arnold Golber, 
head of the company. These promotions 
will be announced at a later date along 
with advertising plans designed to imple- 
ment them. Gramercy Advertising Co., 
N. Y., was recently appointed to carry out 
this phase of the company’s plans. 


FOR JUNE, 1954 

















Camera Specialty Announces 
The “Edi-Box" Camera 





Camera Specialty Co., Inc., 705 Bronx 
River Road, Bronxville 8, N. Y., has an- 
nounced that it is the exclusive factory 
representative in the U. S. for the new 
“Edi-Box” camera with flashgun. 


The Edi-Box, shown in the photo, is a 
precision all-metal box camera, which takes 
eight exposure 24%, by 314” on 120 film. 
It has a meniscus lens with universal 
focus, 1/25 second shutter, vertical and 
horizontal brilliant view finders, two tripod 
shockets and a built-in yellow filter. It 
retails at $6.95 and the flashgun, $3. 


Reeve and Mitchell 
Adds to Lines 


The Reeve and Mitchell Co., 300 Spruce 
St., Philadelphia 6, Pa., has announced 
that its products are now in two lines. 
The first line is called “Silverfiles Custom 
Models,” shown in the picture, and is 
covered with Boltaflex bamboo pattern and 
lined with Pacific silver cloth. The second 
line is “Filemaster” and “Safemaster” and 
is covered with Boltaflex and is lined with 
anti-tarnish flannel. The former is de- 
signed for daily users of silver and the 
latter is for occasional users. 
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Silverfile and Silversafe are from $8.95 
to $14.95, and are in pepper red, spring 
green and natural bamboo. Safemaster and 
Filemaster are from $6.95 to $9.95, and 
are covered in rich mahogany finish. 





Wyler Adds Motion Pictures 
To Its Dealer Aids 


Six new motion pictures in full color 
and sound are being offered to dealers for 
use in local theatres or as TV spots by the 
Wyler Watch Agency. One-third of each 
film is reserved for the jeweler’s individual 
advertising message, according to Jack Mc- 
Cready, Wyler sales manager. 

Films are available on every type of 
Wyler watch. Dress watches are shown on 
the wrists of glamorous models. Shock- 
resistance is dramatized by an airplane 
drop test. 

Wyler states that the films were made in 
response to retailers’ reports on the strong 
pull of the film medium, and that they 
have an impressive success rating because 
they reach the prospect when he is relaxed 
and able to lend his full attention. 


Speidel Distributes 
Summer Mat Book 


Speidel has issued its summer 1954 deal- 
er mat book, which includes 44 ad-mats 
and 36 drop-ins that are conveniently cat- 
alogued in an 1] page issue. Equal space 
has been devoted to graduation and Fa- 
ther’s Day. 

















The new mat book, shown in the photo, 
also features the new rhinestone series of 
Speidel bracelets for women, “Touch of 
the Moon” and “Touch of Spring.” 

The mat book and mats are available 
from Speidel Corp. at 70 Ship St., Provi- 
dence 2, R. I. 


John Oster Launches 
Big Baby Market Campaign 

Using the slogan, “Babies Mean Busi- 
ness,” the John Oster Mfg. Co. has 
launched its liquefier-blender, the “Oster- 
izer,” on what it calls the biggest promo- 
tion in its history to capitalize on the baby 
market, It is tied in with a local dealer 
baby contest, running through June, where 
the names of five babies, each of whose 
names begins with the letters “Q-s-t-e-r,” 
will be picked. 

Promotional materials are available, in- 
cluding a free consumer booklet, “Feeding 
Baby Better.” 
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For "Tole" Clock 
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Shown in the photo is a five color, three 
dimensional display for the new Telechron 
“Tole” clock, Motif model, which can be 
used on the wall or as a counter card. 
The Tole clock is available in _ black, 
cherry red, olive green or teal blue, with 
suggested retail price of $7.95 plus tax. 

Introductory offer includes a_ baker’s 
dozen or a half dozen with one additional 
clock at half price. The Motif model is 
also offered in six-clock packs, color as- 
sorted, with display at no extra cost. 


Marshall Co. Presented 
On Nation-Wide TV Show 
The C. & E. Marshall Co. was recently 


presented on the coast-to-coast Tommy 
Bartlett “Welcome Travelers” show, and 
the firm states this is the first time in 
the history of TV that a watchmakers’ 
supply house was presented on a nation- 
wide program. 





The company, through the star of the 
show and Bob Cunningham, its co-host, 
presented to Dorothy Vaughn equipment 
necessary to establish her own repair shop. 
Miss Vaughn was a polio victim about six 
years ago. She then studied watchmaking 
but lacked the necessary watch repairing 
equipment to go into business. While she 
was being interviewed, Marshall repre- 
sentatives waited off-stage to surprise her 
with the gift. 

Shown in the picture are, left to right, 
Tommy Bartlett, Dorothy Vaughn, Jack 
Marshall and Bob Cunningham. 
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Keepsake Finds Its Ads 
Aid Florida Jewelers 
Roland Pond, secretary of the A. H. 


Pond Co., maker of Keepsake rings, after 
one of his periodic visits to Keepsake 
dealers, stated that the consensus of jew- 
elers in Florida was that selling in this 
year’s more competitive market will be 
easier because of the national advertising 
done for Keepsake and its companion line, 
Crescent. 


Ronson Offers 
Lighter Accessory Display 


The Ronson Corp. is offering a striking 
-ynter accessories display cabinet, the A-4, 
measuring 1014” wide by 7” deep. Shown 
in the photo, it is designed to hold the 
Ronson “Liter-Kits,” the “Five-Flinter” 
and the “Nine-Flinter” automatic flint dis- 
pensers, and the new switch-spout Ronsonol 
lighter fuel. 
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It is free to dealers, in consideration of 
an order for an assortment of Ronson 
lighter accessories. 


Gemex to Make for Men 
A "Revolutionary" Band 


A new Gemex watchband for men, called 
the “Mainline,” will be introduced in Au- 
gust, and is termed by the company “as 
the most revolutionary in years.” 

In a pre-announcement campaign, Gemex 
will run six teaser trade ads, three in June 


and three in July. 


Taffel Bros. Introduces 
“Bridal Bouquet" Paper 
Taffel Bros., 95 Madison Ave., N. Y. 16, 


N. Y., has announced a new gift-wrapping 
paper called “Bridal Bouquet,” a silver 
paper embellished with bridal motifs. It 
is 26” wide, available in 50 foot rolls at 
$3 per roll, and in 833 foot reams at $34.50 
per ream. 





Continental Radio's 
Hi-Fi Phonograph 





The Continental Radio Corp., Chicago, 
manufacturers of radios for private label 
use, has made available this high-fidelity 
phonograph, model No. 964, shown in the 
picture. 

It is equipped with an automatic record 
changer, four tubes. push-pull output, hi-fi 
ceramic cartridge, two six inch speakers, 
two tone controls, has a response of 50 to 
15,000 cycles per second and terminal strips 
for the addition of frequency modulation 
tuner. Available in mahogany or limed oak 
cabinets, it is 19 by 1634 by 9% inches, 


The Sovereign Pattern 
By Kem Plastic Playing Cards 





Kem Plastic Playing Cards, Inc., 595 
Madison Ave., N. Y. 22, N. Y., has an- 
nounced that its modern card design, 
“Sovereign,” is now available in pinochile. 
The firm states the sales appeal of its 
cards is in their being washable, durable, 
replaceable and guaranteed. 


As shown in the photo, Sovereign is a 
fleur-de-lis motif on red or blue checked 
backgrounds. It retails at $7.50 for a 
double deck, including a handsome, black 
plastic container. Other Kem designs are 
for bridge, canasta, samba and Bolivia. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Seventeen-Save the Children 
Doll Contest Awards 


In the 1954 Seventeen-Save the Children 
Federation School Doll Contest, a full ser- 
vice for 12 in Holmes & Edwards sterling- 
inlaid silver plate and a service for eight 
in Franconia open stock china, donated by 
Herman C. Kupper, Inc., were awarded as 
second and third prizes. 

Teen-age girls in home economics classes 
and clubs made the dolls and the contest 
is designed to provide needy children in 
rural America and overseas with dolls. 

The two prizes will be used in the home 
economics class work of the winners. 


National Cash Register's 
New Machine, the "51" 


A new cash register, the “51,” shown 
in the picture, has been announced by 
The National Cash Register Co., Dayton 
9, O. 

It has no lever or motor bar; it oper- 
ates instantly at a light touch of any of 
the “department” keys. As a department 
key is depressed, the amount adds into a 
total for that department, adds into the 
customer's receipt total, adds into an over- 
all sales total, prints on the “sales record” 
inside the machine, prints on the customer’s 
receipt, adds “one” into an item counter 
for that department, and identifies both 
salesclerk and department on the _ sales 
record—all at the same time. 





The indication of sale above the register 
is beamed in a new “eye-angle” manner 
at both customer and salesclerk. 

“True Customer Count,” by departments, 
is an important feature of the machine. 
The item counter will add “one” the first 
time it is touched, but will not add one 
again for that same customer. 


Certified Metals Plans 
Unusual Merchandising 


Unusual merchandising approaches are 
planned by the Certified Metals Co., New- 
ark, N. J., manufacturers of a new line of 
quality rings, according to Arnold Golber, 
head of the company. These promotions 
will be announced at a later date along 
with advertising plans designed to imple- 
ment them. Gramercy Advertising Co., 
N. Y., was recently appointed to carry out 
this phase of the company’s plans. 


FOR JUNE, 1954 


Camera Specialty Announces 
The “Edi-Box" Camera 








705 Bronx 
River Road, Bronxville 8, N. Y., has an- 
nounced that it is the exclusive factory 
representative in the U. S. for the new 


Camera Specialty Co., Inc., 








“Edi-Box” camera with flashgun. 


The Edi-Box, shown in the photo, is a 
precision all-metal box camera, which takes 
eight exposure 24%, by 3%” on 120 film. 
It has a meniscus lens with universal 
focus, 1/25 second shutter, vertical and 
horizontal brilliant view finders, two tripod 
shockets and a built-in yellow filter. It 
retails at $6.95 and the flashgun, $3. 











Reeve and Mitchell 
Adds to Lines 


The Reeve and Mitchell Co., 300 Spruce 
St., Philadelphia 6, Pa., has announced 
that its products are now in two lines. 
The first line is called “Silverfiles Custom 
Models,” shown in the picture, and is 
covered with Boltaflex bamboo pattern and 
lined with Pacific silver cloth. The second 
line is “Filemaster” and “Safemaster” and 
is covered with Boltaflex and is lined with 
anti-tarnish flannel. The former is de- 
signed for daily users of silver and the 
latter is for occasional users. 
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Silverfile and Silversafe are from $8.95 
to $14.95, and are in pepper red, spring 
green and natural bamboo. Safemaster and 
Filemaster are from $6.95 to $9.95, and 





are covered in rich mahogany finish. 





Wyler Adds Motion Pictures 
To Its Dealer Aids 


Six new motion pictures in full color 
and sound are being offered to dealers for 
use in local theatres or as TV spots by the 
Wyler Watch Agency. One-third of each 
film is reserved for the jeweler’s individual 
advertising message, according to Jack Mc- 
Cready, Wyler sales manager. 

Films are available on every type of 
Wyler watch. Dress watches are shown on 
the wrists of glamorous models. Shock- 
resistance is dramatized by an airplane 
drop test. 

Wyler states that the films were made in 
response to retailers’ reports on the strong 
pull of the film medium, and that they 
have an impressive success rating because 
they reach the prospect when he is relaxed 
and able to lend his full attention. 


Speidel Distributes 
Summer Mat Book 


Speidel has issued its summer 1954 deal- 
er mat book, which includes 44 ad-mats 
and 36 drop-ins that are conveniently cat- 
alogued in an 1] page issue. Equal space 
has been devoted to graduation and Fa- 
ther’s Day. 

















The new mat book, shown in the photo, 
also features the new rhinestone series of 
Speidel bracelets for women, “Touch of 
the Moon” and “Touch of Spring.” 

The mat book and mats are available 
from Speidel Corp. at 70 Ship St., Provi- 
dence 2, R. I. 


John Oster Launches 
Big Baby Market Campaign 

Using the slogan, “Babies Mean Busi- 
ness,” the John Oster Mfg. Co. has 
launched its liquefier-blender, the “Oster- 
izer,” on what it calls the biggest promo- 
tion in its history to capitalize on the baby 
market, It is tied in with a local dealer 
baby contest, running through June, where 
the names of five babies, each of whose 
names begins with the letters “O-s-t-e-r,” 
will be picked. 

Promotional materials are available, in- 
cluding a free consumer booklet, “Feeding 
Baby Better.” 


167 











(Continued from page 169) 





Side Lines—Continued 





SALESMEN; three territories open, 
South; Midwest; Southwest; repre- 
sent manufacturer established 41 
years; extensive line diamond bridal 
sets, fancies ; men’s rings; experience 
and following required; non-con- 
flicting line satisfactory. S. Reiman 
& Sons, 64 W. 48th St., New York 
City 36, N. Y. 


MANUFACTURERS’ representatives, ex- 
perienced only; one for New England 
and New York State; one, for Western 
Pennsylvania, Ohio, West Virginia and 
Detroit area; crosses, religious medals, 
charms, stars, lockets and neck chains, 
gold and silver; excellent side line to 
department, retail and credit stores; 
commission basis; following in above 
areas; write particulars first letter con- 
fidential. Address “S., 692,’’ care J C-K. 








SALESMEN, to represent leading manu- 
facturer of silverware chests; must 
have following with retail jewelers, and 
silverware buyers of department stores; 
commission basis; territories open in- 
clude (1) New England (2) Texas-Ok- 
lahoma (3) Dakotas; also Pennsyl- 
vania, West Virginia. New York State 
(excluding Metropolitan area), Dela- 
ware, Maryland, District Columbia; 
give full details, including lines carried. 
Address “A., 806,”’ care J C-K. 








Help Wanted 








SALESMEN; some territories open. 
Croton Watch Company, 404 Fourth 
Ave., New York. N. Y. MU 9-4445. 


WANTED; A-1 jeweler, who can repair 
-_ aot stones. Address “V., 1461,’ care 








WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





JEWELER, on special order work, with 
15 or more years’ experience; $2.25 per 
hour. Address “C., 706,” care J C-K. 





COMBINATION jeweler, stone setter and 
engraver for 100 year old firm; steady 
employment. R. C. Green’s Son, Potts- 
ville, Penna. 





REPAIR man, capable of doing light 
jewelry, watch and clock repairing in 
fine small city in New York State. 
Please address “C., 508,” care J C-K. 





TWO GOOD experienced watchmakers; 
permanent positions for retail store in 
Midwest; send full information in first 
letter. Address “‘K., 727,” care J C-K. 





JEWELRY BUYER; distributor back- 
ground desirable, replies confidential ; 
apply to Leonard Luria, care L. Luria 
. ‘a 160 Fifth Ave., New York 





PEARL IMPORTER and manufacturer 
desires a representative for the East; 
send all information in first letter; cor- 
respondence strictly confidential. Ad- 
dress “D., 795,” care J C-K. 





FINE _metropolitan jewelry store has 
opening for woman capable of building 
bridal consultant department: wonder- 
ful opportunity for qualified person. Ad- 
dress “P., 685,” care J C-K. 





WATCHMAKER and salesman to man- 
age fast growing Connecticut jewelry 
retail store; write “S., 703,” care J C-K, 
stating qualifications, references and 
salary desired. 





LONG ESTABLISHED importing anu 
cutting concern desires salesman te<*séll 
loose diamonds out of town; commis- 
— * Address “N.Y., 710,” care 


WANTED, combination watchmaker-en- 
graver in established jewelry business ; 
good location, living conditions and 
school. Write W. S. & H. E. Bristol, 
245 Main St., Vergennes, Vt. 


FINE jewelry store in metropolitan area 
has opening for woman familiar with 
china, silver and stationery; excellent 
opportunity; state qualifications. Ad- 
dress ‘‘N., 684,” care J C-K. 











SALESMAN and assistant window trim- 
mer for credit jewelry store in South- 
east Ohio; write giving age and ex- 
perience; confidential. Address “R., 
789,” care J C-K. 


RETAIL salesman and assistant buyer for 
diamond and watch department, with 
registered jeweler, A. G.S., Rochester, 
N. Y.; please state full details, quali- 
fications and references. Address “A., 
800,” care J C-K. 


SALESMAN, with a following, to repre- 
sent manufacturer of ladies’ and gent’s 
stone rings of a better quality, Midwest 
and South: will consider man with non- 
conflicting line. Address ‘“M., 784,” 
care J C-K. 











COSTUME jewelry manufacturer seeks 
aggressive representative for highly 
styled line; all Eastern territory open; 
send all information in first letter; 
correspondence strictly confidential. Ad- 
dress “B., 794,” care J C-K. 








RETAIL salesman; excellent opportunity 
with fine leading jewelry store in metro- 
politan area: must be thoroughly 
familiar with diamonds, jewelry, 
watches: state quaiifications. Address 
“T., 683," care J C-K. 





SALESMAN wanted for watch line ac- 
cepted by fine retailers; commission 
basis; other non-conflicting line agree- 
able: established territories open: ap- 
plicant must have following. Address 
“T., 40%, care J C-K.. 





WANTED retail salesman, assistant to 
owner, in high grade suburban store, 
Ridgewood, N. J.; a fine opportunity 
for a man who does not wish to travel 
to New York: permanent, good salary. 
Address “E., 666,” care J C-K. 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
in first letter. Address “R., 2165,’ care 
J C-K. 





WANTED: salesmen to carry wedding 
ring line; handle as side line to retail 
jeweler: Middle West and New England 
territories open; send references with 
ee Address “T., 281,” care 





WATCHMAKER: must be A-1l mechanic 
interested in permanent position; five 
and a half day week; good working con- 
ditions, in well known, high grade store 
in Fort Wayne, Indiana. Address “C., 
372,” care J C-K. 


SALESMAN; Middle West and New 
York area for well established, 
highest quality line of English silver 
plate: state experience and when 
available. Address “YV., 735.” care 
J C-K. 


JEWELER, A-l mechanic, able to assist 
operating a shop and possessing busi- 
ness ability; fine opportunity for a 
capable man: give information in de- 
tail in first letter. Address “J., 705,”’ 
care J C-K. 














JEWELER, practical man, on new work 
from design and also production: good 
position for the right man; state age, 
married or _ single, experience and 
where in the past employed. Address 
“V., 704,” care J C-K. 








SALESMEN, retail jewelry; permanent 
job; salary plus bonus to responsible 
party; give full qualifications and sal- 
ary desired; replies held confidential ; 
located northern Illinois. Address “L., 
698,’’ care J C-K. 


EXPEiIE,. ED sa’osman; can handic 
watches, “diamonds and all jewelry: 
credit and cash; must have good refer. 
ences; permanent position; full in. 
formation in first letter. Winters Jewel. 
ry, 120 N. Broadway, Wichita, Kans. 


SALESMAN wanted; calling on retail 
stores; largest line of fine scarab 
jewelry; 14K and gold-filled; trade 
marked, advertised and well known; 
competitively priced. Address “B., 
716,” care J C-K. 


ENGRAVER, one who can repair jewel- 
ry and understands watch repairing, 
with ability .to manage a store of 
five employees, if necessary; per- 
sonal interview is desired. R. E. 


Brigham, Oné~ a, N. Y. 


JEWELER, who can repair and set 
stones, and is steady, reliable work- 
er, can find permanent, year around 
employment here; air-conditioned 
shop. Oscar Caplan & Sons, Estab- 
lished 1905, Baltimore 1, Md. 


ESTABLISHED manufacturer of fine cos- 
tume jewelry, many promotions, has 
opening for ambitious salesman with 
following among jewelry, department 
and specialty stores in Michigan and 
Ohio; details first letter. Address “P., 
731,” care J C-K. 





























COSTUME jewelry; established manufac- 
turer of fine casted, hand-set rhinestone 
and pearl jewelry, needs men with fol- 
lowing of better jewelry, specialty and 
department stores; territories open: 
New England, Midwest and South. Ad- 
dress “E., 796,” care J C-K. 








SALESMEN wanted with extensive fol- 
lowing to carry established manufac- 
turers’ line of 10K initial and stone 
rings direct to retail and installment 
trade: New England and Southern ter- 
ritories open; reply full particulars. Ad- 
dress “G., 721,” care J C-K. 





SALESMEN: well Known manufacturer 
of sterling silver hollowware and baby 
goods, with established accounts in 
jewelry, department stores and jobbers 
has openings in Midwest or South ; com- 
mission basis. Address “T., 791,’ care 
J C-K. 


WATCH SALESMAN; nationally adver- 
tised quality watch line wants top man 
to call on active accounts and prospects 
in Middle West; liberal draw against 
commission; give full information in 
confidence; our staff knows of this ad. 
Address “R., 732,’’ care J C-K. 


REPRESENTATIVES, with high reputa- 
tion and strong following wanted, to 
sell very competitive line of imported 
quality stainless steel tableware (flat- 
ware) now being introduced: most ter- 
ritories still open: an excellent oppor- 
tunity. Address “F., 741,” care J C-K. 














SALESMAN; Glen Corporation, manu- 
facturer watch bands requires Chicago 
resident calling on wholesalers in Chi- 
cago; non-conflicting lines permitted ; 
commission: answer fully; replies con- 
fidential. 22-14 40th Ave., Long Island 
City i. NM. Y. 


SALESMEN, to represent manufac- 
turer quality watch bands and men’s 
jewelry, through wholesalers; two 
territories open: Southeast and 
Pacific Coast; commission basis; 
must be well qualified. Address “C., 
717,” care J C-K. 


WANTED, experienced costume jewel- 
ry salesman for State of Texas, 
beautiful and exclusive line, paying 
12% _ straight commission; have 
established accounts in this territory ; 
line will be ready August 1. Ad- 
dress *“*C., 663,”’ care J C-K. 


SALESMAN wanted, Chicago resident 
salesman with established following in 
Midwest, to carry 14K bridal sets and 
platinum rings to jobbers and chain 
stores, commission basis only; could 
carry non-conflicting side line. Address 
“D., 598,” care J C-K. 
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-1 watchmaker and yjewele:, .oroughly 
experienced, nice personality to meet 
the trade; beautiful modern store in 
Southern Oklahoma town population of 
23,000; prefer man who can also en- 
grave; salary or commission ; send ref- 
erences in first letter. Peden’s Jewelers, 


Ardmore, Okla. 


—_—_e—_ 


COSTUME JEWELRY ; resident salesman 
for popular priced sterling silver line; 
direct from manufacturer; only sales- 
man with jewelry and department store 
following will be considered; several 
territories open; excellent commissions ; 
submit references. Beaucraft, Inc., 71 
Troy St., Providence 9, R. I 











MONEY MAKER; leading manufacturer 
of stop watches offers 'inc to alert sales- 
man or manufactu..%,s representative 
on high commission _ is; our proven 
plan shows how to p:viutably sell all 
jewelry and sporting goods stores; sev- 
eral important territories open. Address 
“G., 742,” care J C-K. 








JEWELRY salesman, for fine store in 
Tennessee, who can assist in window 
decorating; prefer young man with at 
least some experience in selling dia- 
monds and watches; position perma- 
nent with good chance for advancement ; 
state salary expected and qualifications. 
Address “F., 376,” care J C-K. 








SALESMAN, with a non-conflicting line, 
to represent a manufacturer of stone 
set rings; must have experience and 
following in the open territories; one 
—QOhio, Michigan, Indiana, Illinois; two 
—Texas and adjacent; good opportunity 
with a top line; state full particulars. 
Address “‘C., 61,” care J C-K 








RETAIL jewelry salesman; only in- 
terested in top man who can sell dia- 
monds and watches in better type 
store; good future and advance- 
ments; mid-western city; reply giv- 
ing all information, background, 
salary range and experience. Ad- 


dress “D., 665.” care of J C-K. 








MIDWESTERN salesman, for Denver and 
surrounding territories, to represent a 
manufacturer of platinum and gold dia- 
mond engagement sets, wedding rings, 
and watches mounted in gold and plat- 
inum; non-conflicting line acceptable; 
excellent opportunity for conscientious 
man. Address “D., 718,’ care J C-K. 








OLD ESTABLISHED diamond ring house 
has two territories open for salesmen 
with established following: no _ as- 
pirants; liberal drawing account against 
commissions; liberal commissions; New 
England and Mid-West territories open; 
our men Know of this‘ad: all informa- 
tion kept in strict confidence. Address 
“S., 733,” care J C-K. 








WATCHMAKER to work on _  chrono- 
graphs, repeaters, Patek-Philippe, and 
other complicated watches; must have 
at least 15 years’ experience in this 
type of work; liberal commission basis; 
permanent position with one of the 
oldest, largest, and finest jewelers in 
large, deep south, city. Address “F., 
671,’ care J C-K. 


WANTED assistant executive for our 
watch and jewelry department; perma- 
nent position for a man with above 
capabilities, with opportunities for ad- 
vancement:; all correspondence held 
strictly confidential. Address. replies 
giving experience to Alfred J Krower, 
Leonard Krower & Son, Inc., P. 0. Box 
330, New Orleans 9, La. 











MANUFACTURER desires a man who is 
out of a job, who is a good jeweler 
with fine business ability; a wonderful 
opportunity for such a man with 15 or 
more years’ experience: letter must 
come from a reliable man with good 
reputation, also fine mechanical ability ; 
give reference: strictly confidential. Ad- 
dress “Q., 722,” care J C-K. 


SAI =SMAN, excellent opportunity for 
high calibre man; manufacturer’s 
line direct to retail trade with well 
established accounts through Kansas, 
Nebraska, Colorado, Missouri, and 
Oklahoma; non-conflicting side line 
agreeable; give full details; replies 
confidential. Address “F., 753,” 
care J C-K. 


MANUFACTURER of silver and chrome 
plated giftware requires representation, 
especially in New York State (except 
New York City), West Virginia, lowa, 
Missouri and Kansas; interested only in 
established men with giftware follow- 
ing; excellent proposition to right party. 
Gerity-Michigan Corp., Adrian, Mich. 
Attention D. Scott Hager. 








COSTUME jewelry, excellent opportunity, 
manufacturer with long standing ac- 
counts, jewelers and specialty stores, 
for the first time in years has opening 
for ambitious salesman in Illinois, In- 
diana and the Lake Cities of Wisconsin, 
preferably Chicago resident; full de- 
tails in first letter. Fantasy of Jewels, 
18 W 3l1st St., New York 1, N. Y. 





SALESMAN to represent well known 
distributor of nationally advertised 
flatware, clocks, electrical appli- 
ances, jewelry, watches, and other 
lines in Eastern Shore, Virginia, 
West Virginia, North Carolina and 
South Carolina; drawing account 
against commission; answer giving 
experience. Address “F., 513,” care 


J C-K. 








WANTED a jewelry factory supervisor; a 
large ring manufacturer is seeking a 
man who is qualified to take charge of 
factory; he must have knowledge of 
model making and tool and die work; 
we prefer a man who has had super- 
visory experience in ring manufacturing ; 
this is an excellent opportunity for a 
qualified person. Address “B., 744,” 
care J C-K. 








LARGE gold ring manufacturer is intro- 
ducing a new tested birthstone ring line 
that is revolutionizing the stone ring 
business; a wonderful opportunity for 
two men calling on chains, retailers, and 
volume outlets; territories are available 
in the West Coast and Southeast U. S.; 
commission basis; all replies held in 
strictest confidence. Address ‘“K., 739,” 
care J C-K. 





SALESMAN, terrific opportunity to 
earn $15,000; must have experi- 
ence selling to retail jewelers in Illi- 
nois and Indiana; we have over 300 
active accounts in this territory; we 
are manufacturers of complete line 
Dason stone rings, bridal sets and 
wedding rings; liberal drawing 
against commission; give complete 
details in first letter; all corre- 
spondence held in strict confidence. 
Davidson & Sons Jewelry Co., manu- 
facturers of Dason rings, 20 W. 47th 
St., New York 36, N. Y. 








SUCCESSFUL chain wants managers 
for large new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit jew- 
elry operation and have record of 
successful large store management 
will be considered; all replies held 
in strict confidence; our present 
managers know of this ad. Address 


“H., 1737,” care J C-K. 


SALESMAN, accustomed to large 
earnings, with currently active re- 
tail following; outstanding oppor- 
tunity with nationally advertised, 
highly promotional well known 
manufacturer of 10k-14k rings; we 
offer more than 300 accounts, large 
volume buyers, in Florida, Georgia, 
Alabama, North Carolina, South 
Carolina, Tennessee, Mississippi, 
Louisiana; we manufacture ladies’ 
and gent’s 10k, 14k rings of every 
conceivable type, our slogan “‘every- 
thing in rings”; the largest and 
most impressive ring line in 
America; exclusive representation 
in your territory; no house accounts; 
detailed replies held confidential, 
Address “K., 804,” care J C-K. 








For Sale 


Stores, Stecks and Businesses 








JEWELRY store for sale; stock and fix- 
tures; A-1l location, North Park, San 
Diego, Calif.; illness. Address “R., 689,” 
care J C-K. 








JEWELRY store, old established, 100% lo- 
cation metropolitan area; with or with- 
out stock and accounts; retiring. Ad- 
dress “T., 691,’ care J C-K. 


SMALL, well established jewelry store, 
large repair trade in North Jersey; 
new fixtures; clean stock; very good 
a ce Address “L., 740,” care 








SMALL modern jewelry store in thriving 
Florida east coast city ; well established, 
clean stock, air-conditioned; plenty of 
repairing; $6,000; full particulars on 
request. Address “P., 688,” care J C-K. 





BEAUTIFUL, modern jewelry store, es- 
tablished six years, suburban Philadel- 
phia; population over 100,000; large 
volume watch and jewelry repairs; 
owner ill. Address “G., 673,” care J C-K. 





OLD established (over 20 years) chain 
of four installment jewelry stores in 
large cities; good money makers; own- 
er retiring. Address “P., 586,” care 
J 





JEWELRY store cash and credit, estab- 
lished 16 years same location, in South 
Jersey; $28,000 stock and modern fix- 
tures, to be sold for $22,000, because of 
illness. Address “‘A., 660,” care J C-K. 





OLD established jewelry store, main 
street, Central San Joaquin Valley, Cal- 
ifornia town; low overhead; $52,500 in- 
cludes stock and fixtures; poor health 
reason for selling. Address “M., 729,” 
care J C-K. 


PHILADELPHIA wholesale diamond 
watch and jewelry business, 42 years 
on Sansom Street; owner ready to 
retire; opportunity to buy a real 
money maker. Address “J., 642,” 
care J C-K. 


FOR SALE: modern cash jewelry store, 
excellent location; fine stock and fix- 
tures; established over 50 years; Can 
be bought right; reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address “J., 2436,” care J C-K. 











SMALL modern jewelry store in Carmel- 
by-the-Sea, one of the best resort cities 
in California; will reduce stock to suit 
buyer ; reasonable rent with good lease ; 
good opportunity for a watchmaker. Ad- 
dress “M., 686,” care J C-K. 





PEACOCK, credit jewelers, Wichita, Kan- 
sas, population 200,000, shopping center 
500,000 ; Boeing, Beech, Cessna air plane 
factories, large payrolls; about $100,000 
will handle; volume over $200,000 ; wish 
to retire. 








(Continued on page 172) 
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For Sale—Continued 





TOP LOCATION; jewelry store in down- 
town Los Angeles; modern front and 
fixtures installed one year ago; no in- 
ventory unless desired; would consider 
trade with financially responsible party. 
Address “H., 759,” care J C-K. 





JEWELRY store in Northern Ohio; vol- 
ume over $100,000; top line of sterling, 
watches and jewelry; modern fixtures 
and windows, air-conditioned ; inventory 
and fixtures $80,000; terms to responsi- 
ble party with half cash down. Ad- 
dress “‘H., 678,’’ care J C-K. 





SMALL jewelry store; good opportunity 
for an expert watchmaker; selling out 
on account of illness; stock your choice, 
take over either one-half or all; little 
money required for the purchase; in 
East Rutherford, N. J. Address “S., 
766,” care J C-K. 





FOR SALE, modern, successful, well es- 
tablished jewelry store; excellent East 
Bronx, New York City location that 
offers little competition; will sell with 
or without stock; death in family 
forces sale at sacrifice price. Address 
“P., 788,” care J C-K | 





ESTABLISHED, modern, successful jew- 
elry store, also handling traffic appli- 
ances and luggage; 40 miles from New 
York on Long Island; excellent repair 
trade; desirable lease; price $30,000; 
reason other interests. Addresg “S., 
790,” care J C-K. hs 





> 


WHOLESALE jeweler, retiring, offers 
complete office, adding, type, safes, steel 
cabinets, show cases and wall cases, 
including small stock; located here 30 


years, in good Maiden Lane Bide.; N, Y. 
$3,500 cash handles all. Address~ <., 
752,” care J C-K. JW 





-— 


CHARLOTTE, N, C. jewelry store for 
sale; top location; going business; 
well equipped; no remodelling 
needed; owner’s other interests de- 
mand his time; will reduce inven- 
tory and finance part; quick sale de- 
sired. Address “R., 7€ care J C-K. 








FOR SALE, in fastest gr.*“ng town West 
Coast of Florida; beau“ .! modern jew- 
elry store, 100% lo on, air-condi- 
tioned, good lease; z good year 
around business lead aes of silver, 
chinavend’Ot..<r mit _lae“iet personal 
reasons for selling; “cas#*enly. Write 
“B., 661,” care J C-K. 





$50,000 BUYS only pawnshop in city; 
Pennsylvania State licensed; clean 
stock, new fixtures; 100% location; low 
rental ; rare opportunity to walk into 
an established going business; $25,000 
merchandise can be disposed of pri- 
vately. Write, Wire, Phone Collateral] 
Loan Exchange, 328 Lackawanna Ave., 
Scranton, Pa. 





JEWELRY store, $12,000 yearly volume, 
trading population over 12,000, near 
Harrisburg, Penna.; excellent location, 
fine stock and fixtures, good franchises, 
plenty watch and jewelry repairs; will 
sacrifice at 10% less than inventory of 
stock and fixtures; maximum $7,000; 
other interests reason for selling. Ad- 
dress “A., 738,” care J C-K. 





WHOIESALE jewelry concern (New 
York) handling a clean line of dia- 
monds, watches, and gold jewelry; 
growing, over-the-counter business 
and list of over 10,000 customers; 
beautiful showroom in fine location ; 
inventory $175,000; fixtures and 
good will, $25,000; to sell as going 
business; owner in ill health. Ad- 
dress “B., 807,"’ care J C-K. 











PROMOTERS, here’s an excellent op- 
portunity; modern jewelry store, 
established 18 years same central 
100% location; metropolitan South- 
ern city 250,000 population; inven- 
tory, fixtures and accounts receiv- 
ables approximately $50,000; lease 
available until December 31, 1955; 
owner ill, will sell lock, stock and 
barrel for cash. Address “W., 770,” 
care J C-K. F 


&‘,- 
> 





OLD established jewelry store in fast 
growing and thriving southern Michigan 
city; national survey shows this city 
to be 67% above national average re- 
tail business; catering to high class 
clientele, all the finest lines represented ; 
this is a profitable, prosperous business 
“owner is retiring’; send for brochure 
for complete information. Adrian Sales 


Company, Kealtors, National Bank 
Bldg., Adr-an, Michigan; senée a1’ §in- 
quiries to the attention of Jr 
Snyder. 


$a 








A 


CREDIT jewelry stor “ n Illinois, 
established eight .v% location, 
completely mco | « siit.erior, all glass 
front, air @o1%u0ded; most attractive 
store in city; eight year lease $225 
morth; highest wage scale in State; 
industrial labor relations good; nearest 

it store 30 miles; optometry and 
watch repair department; never had 
auction sale; sell inventory and fixtures; 
can reduce inventotry; accounts receiv- 
able $27,000 optional; $50,000 will han- 
dle; partnership disagreement, reason 
r selling. Address “G., 694,’’ care 





RARE OPPORTUNITY; oldest estab- 
lished jewelry store in beautiful 
Northern California town 16,500 
population; best location in heart 
of business section; the finest store 
in this part of California with top 
™ & B and Jewelers Board rating; 
yearly volume: $70,000 to $80,000 
after excise taxes; not a credit store, 
excellent bride’s business; consider 
only legitimate jeweler as buyer; 
stock and fixtures approximately 
$50,000, can be financed in part; 
excellent reason for selling. Ad- 
dress “R., 767,” care J C-K. 


For Sale 


Tools, Equipments 





Sr 








USED tools, benches, lathes, cleaning ma- 
chines, staking tools, ete. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





COMPLETE C & E Marshall watch ma- 
terial system, in bottles, up-to-date as 
of 1952, half price, Hamilton Marine 
chronometer $50; C. & E. Marshall 
cleaning machine $35. Address “D., 747,” 
care J C-K. 





TIME payment register, National Cash 
Register, gray model, class 2000; 20- 
total time payment bookkeeper, has 
cash drawer and stand; prints custom- 
er’s book, ledger card, sales slip and 
journal in one operation; latest model, 
practically new condition; replacement 
cost for new machine over $6,000; rea- 
sonably priced; can be financed. Ad- 
dress “J., 724,” care J C-K. 





FOR SALE; ultra modern, new jewelry 
store fixtures in good location in out- 
lying district of St Louis; can be bought 
very reasonably; must be seen to be ap- 
preciated ; eight and one-half year lease 
on store can be had at substantial re- 
duction from original rent; store has 
magnificent front; fixtures can be bought 
separately or in location as going busi- 
ness. Address “J., 679," care J C-K. 





| - ) 
pi a 
‘Business Opportunities 








es 


EVERY EFFORT is made by The Jewel. 
ers’ Circular-Keystone to keep its, ad. 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce. 

rents must pass the strict CEnsOrship 
‘quirements of The Jewelers’ Circular. 
tux ey/stone. 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 


SEE page en “Thomas J. Faussett, 
Auctioneer, »Zi Fleming St., Howell, 
Mich. 


JEWELRY’ manufacturer, many years in: 
business, is inteféstet® ir a partner, must 
also be a jeweler; will require over 
$100,000; a very fine opportunity. Ad- 
dress “Q., 707,” care J C-K. 


AUCTION; successfully and ethically 
conducted anywhere in the country, 
Write or wire, Maynard G, Levy, 
5200 Blackstone Avenue, Chicago 
15. 


CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar, 
write, wire or phone, R. A. Zanone 
& Co., 110-112 Madison Ave., Mem- 
phis, Tenn. Phone 5-0660. 


AUCTIONEER; 8 successful sales con- 
ducted in 1953; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references, Write 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 






































SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay your higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 


MANUFACTURER of high grade jewelry 
and special order work, established many 
years in Southwest State, desires a 
partner or will sell outright; a partner 
must have knowledge of manufacturing 
jewelry; give full details and informa- 
tion as to ability and age. Address “H., 
558," care J C-K. 

WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auc- 
tion sale for you and finance any 
necessary funds needed for a suc- 
cessful sale; our long record in con- 
ducting auction sales is well-known 
in the trade. Louis Colmes, 637 
Seranton Ave., Lynbrook, N.Y. 
Tel.: Lynbrook 3-8044. 


WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 
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\MMEDIAT#®~ cash for diamonas, 
watches (new or us ">, ant. ,ue 
pieces, or anything of value; piati- 
num and old gold at market prices, 
sterling silver, new or used; we have 
unlimited cash for this purpose; 
write, wire or call at our expense; 
references: Jewelers Board of 
Trade; shipments held for your ap- 
proval of payment; since 19 
Harry Elkins & Co., 59 E. Madis. us 
St., Chicago 3, Ill. Randolph 6-7390. 


1 AM ready to pay you cash, dollar 
for dollar. for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a goi™” .oing-out 
of* business; not i. vested’ in any 
credit stores; Have bought and sold 
ocr 16 stores in my 40 years of 
business; all correspon: ence held in 
strict confidence...’ Herman Kimmel, 
48 W. 48th Street, Room 1309, New 
York, N. Y. 


DO you need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 

jewelers in the last two years alone; 

their thankful letters are in our 
files for your inspection. Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone Pl, 7-4693; 
See page 142 for additional details. 








AER 8 en SS RN 
Wanted to Purchase 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 


CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, IIL 








ATTENTION, pawnbrokers, credit stores, 
we pay highest prices for clean, late 
model, used wrist watches; estimate or 
check by return mail; large lots pre- 
ferred; reference Jewelers Board of 
Trade. American Diamond Co., 149A 
East Main St., Rochester, New York. 


CASH; highest prices paid for watches, 
rings, bands, costume and men’s jewel- 
ry; check sent at once, shipment held 
intact for approval. Thompson Jewelry 
Co., 114 W. Main St., Blytheville, Ark. 


WANTED; interested in buying cash jew- 
elry store (not repair shop) with estab- 
lished reputation ; will pay highest pos- 
sible price; prefer Northeastern United 
States ; replies confidential. Address “E., 
599,” care J C-K 














ATTENTION pawnbrokers, credit stores; 
we can pay highest prices for clean, late 
model wrist and pocket watches, be- 
cause we are one of the largest direct 
users in the country; estimate or check 
by return mail; large lots pine sateen 
Bonded Jewelry Co., 33 So. xington 
Ave., White Plains, N. Y. 





STERLING silver flatware, any quan- 
tity, any pattern, any brand; also, 
all standard brand watches, surplus 
diamonds and diamond _ jewelry; 
cashier’s check by return mail, or 
estimate; references: Houston Na- 
tional Bank or any mercantile 
agency. Jack Greene, 405 Main St., 
Houston, Texas, 





WE pay cash; send us your surplus jew- 
elry stock; we will pay the highest pos- 
sible cash dollar for diamonds, watches, 
silverware, scrap gold, or any other 
jewelry ; acknowledgment of your ship- 
ment same day by phone; our check 
to you within 24 hours. R. A. Zanone 
Co., 81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. References Union Plant- 
ers Bank, Memphis, Tenn. 


CASH $ Cash $ Cash $; watches and 
diamonds wanted; any quantity, all 
hrands; highest cash prices paid; 
we also buy surplus jewelry, rings 
and diamond jewelry, diamond 
rings, etc.; correspondence invited ; 
references: The Houston National 
Bank of Houston, Texas, or Dun & 
Bradstreet, Inc. Diamond Jewelry 
Co., 219 Melrose Bldg., Houston, 
Texas. 


WF’°UL hoy it; lock, stock: and barrel, 
** you wish, providing, of 
cou. i?’s jewelry and belongs 
im o ‘UM. store; what’s more 
we'll p.“.). Sor it without hem- 
ming ana ++ wire or write 
your propositio., - call. Ref.: 
Jewelers’ Board of ‘lrade, Dun & 
Bradstreet, Manufacturers Trust 
Co., N. Y. Frank Pollak & Sens, 
since 1905, 72 Bowery, New Yor.., 
N. Y¥. Phone Canal 6-2854. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references: National 
Bank of Commerce, Memphis, 
Tenn.; Jewelers’ Board of Trade, 
Dun & Bradstreet. Weinme’’s. 
Dept. K., 108 Beale Ave., Memphi. , 


Tenn. 

















Watch Work, etc., for 
the Trade 





A FINE watch repair service for the 
better stores; complete satisfaction 
assured. Birk’s, 25 E. Washington 
St., Chicago 2, Ill. FR 2-1612. 


ONE week’s service; one year guaranty; 
expert watch repairing, accurate Watch- 
master timing; reasonable prices. Fred 
i 48 W. 48th St., New York 36, 








BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; prices 
on request: mail orders invited. David 
Migdal & Co., 109-B Summer St., Tel. 
Hu 2-9547. 


COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 


SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster ; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 


FAST, dependable, economical watch re- 
pairing; free pickup and delivery service 
50 mile radius New York City: insured 
shop. Edward Jerome, 168-08 90th Ave., 
Jamaica 33, N. Y. Tel. Axtel 7-4916. 


WATCHES repaired at lowest national 
prices; special prices to importers, 
jobbers; hour service, Watch- 
master tested; prices on request. 
Keswick Repair Service, 253 Kes- 


wick Ave., Glenside, Penna. 

















TWENTY-FIVE years’ experience in 
fine watch repairing, chronographs, 
all complicated watches; free case 
polishing; Watchmaster assures ac- 
curate timing; work guaranteed; 
speedy service; price list upon re- 
quest. H. Spielman Co., 9 Maiden 
Lane, New York 38, N. Y. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 6, 

Brightmoor Station, Detroit 23, Mich. 


MASTER goldsmith; finest quality rings, 
jewelry, diamond bracelets, etc., hand- 
made to special order; prices and 
sketches free on request. Baxter’s, Inc., 
323 Pollock St., New Bern, N. C 


SPECIALIZED clock wheel and pinion 
cutting; send sample or specifications; 
estimates furnished on request; prompt 
service and guaranteed work. Jenkins 
Jewelers, Box 869, Charlottesville, Va. 


STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge and fraternal emblems 
encrusted; coats of arms; special 
jobs invited. Harry Braunfeld, 108 
Fulton St., New York City. 


CAST finding or platinum rings as- 
sembled, polished, set, engraved and 
rhodium plated on premises for the 
trade only; prompt service guaran- 
* ed- Holmes protection. F. & L. 
Je. ~lry Co., 56 W. 45th St., New 
York 46, N. Y. 




















Te Let 








SPACE for rent, 6 
for fine jeweler 
references req! 
care J C-K. 


46 AND 48 ¥ 


“ifth Ave., New York, 
office for dealer, etc. ; 
1. Address “A., 751,” 








th Street; lofts with 
North light .. floors 1800 and 1200 
square ee . fe, @te ofrcunne 2d, for 
watch and wel:y light manufacturing; 
~~: reasonable rent. PL 7-6210, 





WANTAGH, Long Island, N. Y. 28,000 
population and growing; ideal store for 
jewelry, silver, gifts and repairs; 12’ x 
60’: two jewelers’ windows; rent $175 
monthly ; July 1 occupancy; no jewelers 
or repair man in town now. Kirsch 
Sales Co., 366 Fifth Ave., New York. Tel 
Wi 77-3267. 





Miscellaneous 





JEWELRY factories moved, and set up 
complete. Mike Krasilovsky, 426 La- 
fayette Ave., Brooklyn. ST. 3.1918. 


WATCHMAKERS’ JOURNAL: contains 
valuable information for watchmakers 
and students: $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 


NEW: “Bench Practices for Watch Re- 
pairers,” by Henry B. Fried; watch- 
makers most valuable and practical aid 
in specialized watch repairing; many, 
illustrations only $4.95 plus 10¢ post- 
age. Order now from Roberts Pub- 
lishing Co., Mech. Dept., P. O. Box 
7127, Capitol Hill Station, Denver 6, 
Colo. 
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Marvel Mfg. Co. Creates 
Costume Jewelry Division 


Alba Originals, a new division to make 
costume jewelry, designed by Ralph Scu- 
dieri, has been established by the Marvel 
Mfg. Co., Providence, R. I., manufacturer 
of watch attachments, it has been an- 
nounced by Arthur Albanese, president. 

The Alba line will be sold nationally 
through selected wholesalers. A first show- 
ing is scheduled Aug. 1, and interested 
wholesalers are invited to inquire. 


Services of Anne Geyer 
Obtained by Ralph Singer Co. 
The Ralph Singer Co., maker of Ora 


Creations, has announced that Anne Geyer, 
formerly head designer of Tiffany & Co. 
and other firms, will design costume 
jewelry pieces exclusively for Singer. 

Mrs. Geyer has designed precious, ex- 
clusive jewelry for reigning queens, famous 
motion picture stars, such as Ava Gardner, 
and society leaders. This is the first time 
she has turned her talents to costume 
jewelry. 


New Westclox Plant 
Located in Georgia i 
The General Time Corp., La Salle, IIL, 


has announced that its Westclox division 
will manufacture Westclox synchronous 
electric clocks in a new plant, now under 
construction, at Athens, Ga. 

Initial production is scheduled for mid- 
summer, employing about 500 people. 


Opalite Distributes 
Two-Color Catalog Insert 


Opalite, Inc., 501 N. 19th St., Philadel- 
phia 30, Pa., manufacturers of “Floating 
Opals” jewelry are making available to 
«wholesale jewelers a four page, two color 
catalog insert which shows the company’s 
complete line of pins, pendants and ear- 
rings in gold-filled, sterling and 10K gold. 

Each piece features a tear-drop crystal 
containing matched portions of genuine 
opals which give the sunburst of colors 
for which Opalite, Inc., has registered the 
trade name “Gem with the Burning Heart.” 


California Jewelry Creations 
Licenses W. F. Sebel Co. 


Jules Braunstein of California Jewelry 
Creations, 317 S. Hill St., Los Angeles, 
Calif., has announced that the W. F. Sebel 
Co., Los Angeles, manufacturer of diamond 
rings, has been licensed by the firm to 
manufacture and sell on an exclusive basis 
interlocking ring sets under U. S. Patent 
No. 2,571,674 and other patents pending. 

California Jewelry Creations, with the 
completion of this arrangement, is again 
concentrating on its “President Series” 
identification bracelets. 
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News of Persotinel 





Melvin Benstock, president of Benstock 
Ring Mfg. Co., Buffalo, N. Y., has an- 
nounced that Merrill Harris has been ap- 
pointed representative for the firm on the 
eastern seaboard. He also represents Kes- 
tenman Bros. 





Miller & Co. and Miss Penn Bags, Inc., 
N. Y., has announced the appointment of 
Gabriel Zulzer, Los Angeles, as its west 
coast representative, and Francis R. Con- 
way, N. Y., as its east coast representative. 





Leonard M. Heine, employed by 
B. & E. J. Gross Co., Inc., Sy. Y., for 20 
years prior to 1952, has returned to the 
company. .s sales manager and _ second 
vice-president. 





ALBERT SEARS 
Polishook 


J. LEVINSOHN 
Polishook 


K. Polishook and Son Corp., N. Y., dia- 
mond and stone rings, has announced two 
sales appointments. Albert W. Sears, 
Chicago, will cover Illinois, Ohio, Indiana, 
Michigan, Wisconsin and _ Kentucky. 
Joseph Levinsohn, Culver City, Calif., 
will travel in California, Arizona, Colo- 
rado and Nevada. 





Robert M. Oliver, manager of Westing- 
house portable appliances, has announced 
at the company’s electric appliance divi- 
sion headquarters, Mansfield, Ohio, that 
Michael J. Dunn, Jr., was appointed 
his marketing assistant. 








Marvin J. Bruner, vice-president jp 
charge of sales, Bruner-Ritter, Inc., hag 
announced that Sam Weisberg has joined 
its sales staff. and will cover Michigan. 





SAM WEISBERG 


Bruner-Ritter 


IRVING HAMMER 
Julius Knapp, Inc. 


Irving Hammer has been appointed 
sales representative for the southeastern 
territory of Julius Knapp, Inc., N. Y., dia- 
mond rings and mountings, it was an- 
nounced by Julius Knapp, president. 


According to A. A. Brandt, manager of 
sales for General Electric Co.’s radio and 
television department, Syracuse, N. Y., 
Philip H. Weil has been made district 
manager of a new sales district. He will 
maintain his office in Dallas, with major 
parts of Texas and Oklahoma and part of 
New Mexico within the sales district. 





Sherman Wade has been appointed 
national sales manager by the Hartman 
Studio, Los Angeles, and his permanent 
showrooms are in the Brock Shops. He has 
named Myers, Inc., 225 Fifth Ave., N. Y., 


as east coast sales representatives. 


———— ee 


Eugene R. Gump has been appointed 
sales training manager for all Westing- 
house portable appliances, it was an- 
nounced at the company’s electric appli- 
ance division headquarters, Mansfield, 
Ohio, by J. E. Hugo, portable appliance 
sales manager. 





General Mills Appliances 
Sold to McGraw Electric 
C. H. Bell, president of General Mills, 


has announced that the Illinois McGraw 
Electric Co. has purchased the home ap- 
pliance business of General Mills. The 
purchase includes the capital equipment, 
tooling and inventories. The purchaser has 
agreed to assume the responsibility for all 
future servicing of appliances now in use. 


General Mills entered the small appli- 
ance field in 1946 to maintain a high level 
of employment in its Mechanical Division, 
whose principal activity is manufacture of 
electronic instruments. Expansion of this 
activity caused an operational strain. 





Parker Pen Plans 
Vacation Plant Tours 


The Parker Pen Co., according to gen- 
eral sales manager David Gullett, is plan- 
ning special vacation tours of its new plant 
at Janesville, Wis., for retailers who stop 
there this summer. 


Clebar Watch Agency 
Issues New Catalog 


The Clebar Watch Agency, 521 Fifth 
Ave., N. Y., has issued the 1954-55 catalog 
on its stopwatches, timers and _ chrono- 
graphs, with a special section on award 
and gift watches. The Clebar watch fea- 
tures a spare parts compartment. 
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“TO THE LISTS!” 


There is no mystery as to how discount houses oper- 
ate at a profit while they sell merchandise at less than 
manufacturers’ stipulated prices;—(1) quantity-purchas- 
ing, (2) volume-selling and (3) minimum-service, sum 
it up. 


“How then can we compete,” says the average conven- 
tional merchant, when the first two—quantity-discounts 
and volume-sales—are available only to the biggest of 
retail jewelers? “All we smaller operators have left, to 
fight discount devices, is the service we give—and the 
public seems satisfied to do without it, judging from 
their patronage of the discount houses?” 


All of which is true—but not the whole truth. 


A certain percentage of the people always were satis- 
fied with no service. If the people in that group can 
gain a cash benefit by buying from a minimum-service 
merchant they are going to do it. The only thing the 
local jeweler can do about them is to educate them to the 
values of his services, individually, as time goes on. 


However, this is a minor part of the American public. 
It must be, because discount selling has been going on 
now in one form or another, for some years. At the 
same time there has been a tremendous growth in the 
volume of the retail jewelry business and in the number 
of retail jewelry stores. The public must like to do 
business. in jewelry stores, of just the type that exists 
today. For the jeweler did not design the “showcase,” 
full-service stores that make up our present retail jewelry 
system—nor djd his builder or architect. The public 
designed our jewelry stores to be just like they are 
today; handsome, efficient, friendly, full of courtesy and 
valuable services. 


It is the consumer who said what he expects from the 
jewelry store by patronizing those of modern, attractive 
appearance—and ignoring those that did not keep up-to- 
date. It is the consumer who said what he wanted in the 
way of services. All this is what the retailer gave him 
and all this is what he has to sell today. 


No matter whether your price-cutting competition is 
an industrial catalog, a Post Exchange, or a discount 
house—contrast its facilities as competition with that 
which you have on hand. 
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Contrast it with the shopping pleasure offered by a 
typical jewelry store located conveniently on the ground 
floor in the heart of a shopping area. Here is an insti- 
tution that represents stability—an important part of the 
business community. Here is an attractive, inviting 
establishment furnished with fixtures and displays that 
set off the merchandise in its full beauty. Here is a 
completeness of stock, chosen by a spedialist, which per- 
mits the customer a full range of personal choice. Here 
is supplied trained help to conscientiously counsel the 
consumer on the quality factors in any of the mysterious 
jewelry store items. Here is a store which has justly 
earned, through the years, a reputation for integrity. 
Here is a source with integrated facilities for maintain- 
ing the continuing value of the things it sells, by pro- 
viding the benefits of a reliable repair and service depart- 
ment. Here is a store that furnishes important little 
things, such as attractively wrapped merchandise, in a 
box that adds prestige and real value to a gift. Here is 
a store that will deliver the merchandise and stand back 
of it when it needs adjustment or exchange. 


Here is the retail jewelry outlet that the American 
public had the jeweler build—just that way. 

Of course, the public doesn’t realize that—you have to 
remind him of the services he wants—you have to mer- 
chandise them—you have to make him see how they are 
worth the price you are asking him to pay for them. 

You have to maintain these services at their peak— 
you have to provide utmost in courtesy—you have to be 
impeccably sincere and honest—you have to maintain a 
full stock of fresh goods—you have to aggressively mer- 
chandise your services. And while you are doing all 
these things you have to watch your costs so your mark- 
ups and prices are kept in line. 

For, discounts and price-cutting are here. 

We’ve got to lick them or learn to live with them. 

We can’t do either by bickering among ourselves. We 
must out-think and out-perform our objectionable com- 
petitors. 

Those retailers who make full use of the tremendous 
advantages they now have at hand, should come out of 
any such struggle with greater strength (and perhaps 
a little less fat) than they have had for a generation. 
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1 of every 3 is 


A recent, reliable, house-to-house check-up shows 
that one family in every three needs a complete, 
matching set of good-quality silverplate! 

In other words, the big majority of families do 
not fully enjoy having guests for dinner or even 
setting everyday tables because, as these im- 
pressive figures reveal— 


One prospect in three is “silver shy”! 
How to make the most of this wide-open oppor- 
tunity? Easy! Promote and sell the “‘most wanted”’ 
silverplate line, the line that brings you more net 
profits—1847 Rogers Bros:! 





“1847” PROFITMAKER OF THE MONTH! 


~mate nape et 
1847 ROGERS BROS. “My Favorite Husband” thie month. It’s. the famous 


America’s Finest Silverplate “1847” service for eight, including 6-piece place settings 
and four serving pieces. At $79.75 retail, the customer 


The biggest-demand line with a top-profit margin gets ‘‘America’s Finest Silverplate,’’ you makea 
A Product of The International Silver Company better-than-average profit every sale. 
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A $5.75 VALU 


7? 
Perfect for jellies, rel‘ «hes. p ‘es, Feature 


it for cocktail spreads, too : ) LIMITED TIME ONL hs Ee 


Better order plenty! Here’s a gift offer that will really mean extra 
business for you! Your customers get this Imperial handmade glass 
dish with t ~~ useful serving pieces in fine Community at nearly fifty 
per cent saving! It’s an all-occasion gift you'll sell douvles of—t 

showers, birthdays, party favors, engagements! Available in all five 


famous Community* patterns. Order today from your franchised 


Community wholesaler. Be sure to specify the patterns you want. 


DEALER COST $1.77 EACH 


Packed in gift box with price card. Mailing 
stuffer available, $3.00 per thousand, imprinted. 


Order the quantity you'll need. 


4” COME ALONG WITH 8 
( 
... THE FINEST SILVERPLATE 


*7TRADEMARKS OF ONEIDA 











